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DIAMOND-DART 
~ CASTERS 


The most important development in 
ball-bearing furniture caster con- 
struction in years. Full floating ac- 
lion for the first time at a popular 
price. 





Two sizes, with the all purpose 

“Universal” composition wheels for 

use on all types of wood furniture 

or with Bassick detachable metal 
The easiest swiveling __ bed sockets for metal beds. 


caster ever made to Write direct or to your jobber for 
retail at less than complete information. 


100 per set YW 


et no oun many 


THE BASSICK COMPANY [233722 


CANADIAN FACTORY: STEWART-WARNER-ALEMITE CORP. OF CANADA, LTD., BELLEVILLE, ONT. 





Net Paid Circulation this Issue, 19,207 








THAT TIES UP TIME 


AND STRANGLES PROFITS 


Red tape ... as applied to your brush business . . . is caused by 
purchasing brushes from several sources of supply. The practice 
wastes time .. . slows down turnover . . . and strangles profits 


5 . 
SBO! You can cut red tape by concentrating . . . in so far as possible . 


on Osborn Brushes. They blanket practically every requirement and 
make brush profits REAL . . . not imaginary. 


Ask your jobber to supply you. If he can't, write us. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland, Ohio 
Sales Offices: New York, Detroit, Chicago, San Francisco 


CONCENTRATE ON 





PROTECT YOUR PROFITS 


HARDWARE AGE 








Ilardware Age, published e _ a other = — ay by Tro - Age m — one Ce. y= Office, N. W. Cor. 56th and Chestnut Sts., Philadelphia, Pa. Executive Offices, es Ww 
89th St., New York, N. ered nd-¢ atter 1933, at Post Office at Philadolphia under the Act of March 3, 1879. (Pr vin te a in v A.) 
$1.00 per yoar. Single cule 8, ibe ach. v ol, 134. ‘xo. * 
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YALE Model YR Door Closer 


There are other models to meet every need. 


HE ABOVE is the keynote 
of a plan for substantially 
increasing your sales and 
profits on YALE Door Clos- 
ers—a plan which many 
hardware merchants have adopted 
with outstanding success. 

In fact, it was a hardwore mer- 
chant who first brought the plan 
to our attention—after he had 
profited by it himself. 

The basis of the plan is outside 
selling—of finding doors that need 
door closers—and selling the oc- 
cupants of the establishments on 
the spot. 

Just assign one of your men to 
devote at least a few hours a 





dave your 


SALESMAN 
make 


THIS OFFER... 
“We will install aYALE door closer on 10 days FREE trial” 


week to calling on stores, restau- 
rants, banks and large residences 
in your community. He is sure to 
find many uncontrolled doors— 
doors that need YALE Door Closers 
to keep out drafts and cold dnd 
insure comfort and quiet. By using 
the Template supplied with each 
YALE Door Closer, anyone can 
install it quickly and easily. 


Let him offer to install a YALE Door 
Closer on 10 days free trial. Few 
will want to be without this great 
comfort and convenience oncethey 
have experienced it. Experience 
has proved “once applied, never 
removed”—and every active YALE 
Door Closer is a silent salesman. 


TRY THIS PLAN—YOU WILL FIND IT PROFITABLE. 


“THE NAME YALE HELPS THE SALE” 




















THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 
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FREE! 


Just off the press. The book 
that shows you how 
to make Christmas pay. 
Acomplete catalog of 
Simmons merchandise for 


SIMMONS HARDWARE CO., St. Louis 


This store is going to get Christmas 
business. Send us a copy of “Simmons 
Holiday Suggestions”. 


Holiday promotion. Edition 
limited to few th d cop- 
ies. If you want the way to 
Christmas profits, send for 
your copy now. 
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He Makes November and December 
the Big Retail Selling Months 





Put him to work this 
year in YOUR Store... 


with the SIMMONS 
CHRISTMAS LINE 


ORLD’S greatest retail salesman. Every year 

he speeds turnover, steps up volume and 
multiplies profits for stores that know how to use 
his sure-fire methods. 


This year, Simmons is helping the progressive hard- 
ware dealer more than ever to get a full share of 
this Christmas business — with the merchandise that 
every gift list calls for— manufactured, priced and 
sold to make your store the place where customers 
will do their Christmas buying. 


The active holiday shopping days are just ahead. 
Don’t let them find you unprepared. Get organ- 
ized, ready for the Christmas trade, now. Your copy 
of the Simmons Christmas catalog is the first step. 
Simmons merchandising service follows through, 
helping you to stock the right numbers, advertise 
them and sell them. 


We make all necessary arrangements with Santa 
Claus. Just mail the coupon. 


SIMMONS HARDWARE CO.-+ ST. LOUIS, MO. 


The Recollection of QUALITY Remains Long After the PRICE is Forgotten.. .£.C. SIMMONS 


HARDWARE AGE 
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ooHE FOUND THE ROAD 
to VOLUME BUSINESS 





























] Was that Jenkins, again, Fred¥ 
Yes. He’s got the job up at the neu church on State Street. 





after this painter business long ago. 
You said it. Never had any idea how big the volume ran till we pw in 


3 We sure were asleep at the switch a long time. We ought to have gone 


a real painter’s line. 


Placed a pretty big order, didn’t he? 
I'll say so. Third order from him in the last two weeks. 





Well. there’s where the credit belongs. We weren’t getting anywhere 
until we began stocking Dutch Boy White-Lead. 
That's right, boss. The best painters use Dutch Boy and they buy all the 
things they need where they-buy their white lead. 





DUTCH Bm 


sé 


ALL- PURPS 


SOFT past 


.. WHITE Lev 





DUTCH BOY ALL-PURPOSE 
SOFT PASTE WHITE-LEAD 


A new-type soft te which, in addi- 
tion to being quick-mixing, can be used 
for inside ‘fat as well as outside gloss 
work. Contains pure white-lead, pure 
linseed oil and a little turpentine— 
nothing else. 12}, 25, 50 & 100 lb. kegs. 





i 


DutcH Boy BRINGS THE VOLUME BUYERS 


i Painters’ business is volume busi- 
7 ness. When they buy they buy 
in worth-while quantities. The mer- 
chant who gets their business is the 
one who carries what they want. 

One of the items they call for most 
frequently is Dutch Boy White-Lead. 
So, when you make Dutch Boy the 
cornerstone of your painters’ line, 
you've taken the most important step 
in the direction of volume sales. 

The preference that exists for 


Dutch Boy White-Lead also extends 
to the other members of the Dutch 
Boy line: Linseed Oil, Flatting Oil, 
Liquid Drier, Wall Primer, and 


Colors -in - Oil. 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak Street, Buffalo; 900 W. 

18th Street, Chicago; 655 Freeman Avenue, Cincinnati; 

820 W. Superior Avenue, Cleveland; 722 Chestnut Street, 

St. Louis; 2240 24th Street, San Francisco; National-Boston 

Lead Co., 800 Albany Street, Boston; National Lead & Oil 

Co. of Pa., 316 Fourth Avenue, Pittsburgh; John T. Lewis 
& Bros. Co., Widener Building, Philadelphia. 


¥ 
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1DEALERS- 


WHILE THEY LAST, A 
‘7° DISPLAY RACK TO EVERY 
DEALER WHO ORDERS 5 DOZEN 
OF ANY ‘UNION QUALITY TOOLS 


Absolutely No Restrictions as to Kind \/ 
or Type of Tools You Order! | 
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@® We have just 1214 Display Racks still on hand. If 
SPECIA: you act quickly, you can get one of these $7.50 All- 
S WHE Steel Displays, which are guaranteed to increase your 
A CKS® sales of farm and garden tools, without a penny of 

cost to you. 


All you have to do is give your jobber an order for 
5 dozen “Union Quality” Tools of any kind or type 
you may select. There are no other restrictions on 
this offer. (If you already have our Rack, see offer 
on left-hand page.) 


In addition to this valuable Rack, you will receive a 
complete set of other UNION Sales Helps (window 
trim, folders, $2.50 worth of Garden Books, post- 
cards, etc.) and the backing of the most complete 
campaign of advertising that has ever been put be- 











CE OF: 












Siiien oi hind a brand of Steel Goods. 
forged 
® GET YOUR ORDER IN EARLY! Under this gen- ("THE UNION FORK & HOE COMPANY, Pe 
° 06 in Avenue, Columbus, io. 

—— erous offer the 1214 Racks we have left will soon be | Gentiemens Put me down for ‘one of those 1214 Free Display Racks to 
h farm and " re l be shipped to me with any 5 dozen UNION Quality Tools that I order. 
noe S gone. Act quickly. No need to write a letter. Just | ( >. Will select the % dozen Free Tools, as I already have Rack. 

. . Hl BI Sissi eres ies <addsencetnbclints cachavaqgiliiieabativinieradeinnuntipehannianonis geste SET 
es mail us this handy blank today, ! Ne ee 

» 5 OR ase 











Thousands of Steel Wool Users Prefer... 


SUN RAY 


STEEL WOOL PADS 














OU don’t need to be a steel wool user to understand the 
popularity of Layer-built pads. Simply pick up a pad and 
examine it. Built in layers — the biggest idea in steel wool 
in years! Layer after layer in every pad — nearly 250 square 
inches of working surface! 


That’s something every steel wool user can see and appreciate. 


No waste here — every square inch works! No time wasted We appreciate it when you 
either — no snarls or tangles, no cuts or bruises. Every pad, specify Sun Ray 
every grade—clean, highest quality steel wool — long, strong Steel Wool 


strands of dependable uniformity. 
Sell Layer-built pads and you will sell more steel wool. Our 
Fall, 1934 advertising — in The Saturday Evening Post— 
will help you! Order from your wholesaler. If hasn’t 
it in stock, write us and we will see that you are supplied. 


16 


Pads to the 
package 


THE WILLIAMS COMPANY, Dept. H-10, London, Ohio 


7 grades 


Nationally 

Advertised! 

—again this Fall, in The 
Saturday Evening Post! 
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... and Now a New SUN RAY Product— 





Steel Wool Pads 
for the Home! 


This new Jex idea, fast growing in popularity, 


66 SE It a Day— Then Throw It Away” 


— that’s the big idea back of this new 
16-pad package of household steel 
wool, retailing at a dime. 
Sanitation — with economy — in using steel 
wool for pots and pans, range and floors and 
other home uses. No more messy, greasy 


pads in homes where Jex is used! The cost 
of each Jex pad is so little that housewives 
can afford to use it, then discard it! 


means more sales of household steel wool for 
hardware dealers. Remember this fact: Jex is 
a staple—a product used daily —a sure re- 
peater that brings customers into your store. 
Means more sales of your other merchandise! 


Stock Jex now. It’s a quality product—made 
by the Sun Ray people, backed by a name 
that is nationally known through Saturday 
Evening Post advertising. 


Ask your wholesaler for Jex. If he doesn’t have it in stock, 
send his name and we will see that you are supplied 








Sa a THE WILLIAMS COMPANY 
wena * Dept. H-10 London, Ohio 
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BE ool PROD <> package 
f retailing at 
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Sanitary! Economical! 


Big, colorful package commands 
attention, makes sales! 
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It's Easy to Find SoS 














in the annual “Who Makes It” 
Issue of HARDWARE AGE, the 
Catalog and Directory Number of 
September 27. 


This is the most complete and 
handy buying guide published for 
the hardware trade. Hardware 
dealers everywhere write us, “it is 
indispensable,” “we refer to it con- 
stantly,” “it is on my desk all the 
time,” “we should be lost without 


7 
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it 








Use the general listing pages regu- 
larly and refer always to the in- 
valuable Index to Product Infor- 
mation, which indicates the pages 
on which is given specific, illus- 
trated buying information on each 
article. 


The “Who Makes It” issue is only one of the many benefits attendant on a HARDWARE 
AGE subscription. The history of HARDWARE AGE is one of service to the hardware 


trade. 











H AN R D W A R E AN e; i The News-Business Paper 


239 West 39th Street New York, N. Y of the Hardware Trade 


A.B. — Charter Vember — ‘1. BP: e 
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Keep This Page Before You! 


With this page kept handy for ready reference you sales point and no man will ever be able to tell you 
will be able to answer customers’ questions about that some other shell can shoot as well as Super-X! 
Super-X Short Shot String! Below is a simple expla- ... Check up on your stock. Be sure to have enough 
nation of it! Familiarize yourself with this important to take care of the demand this Fall! 





Here’s Proof! 


More Hits... Fewer Cripples 
With Super-X Short Shot String 


ee oe 6 oe § LORG-- 60 VAREE You know that the long range killing power of 
i Super-X is made possible by that remarkable, exclu 
sive feature: Short Shot String. But do you know 
: why Short Shot String gets birds that would be 








missed with an ordinary load? 
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OW is the time to check over your shell 
stock and if you’re low on Xperts notify 
your Western jobber to ship some at once. 


You can’t afford to run out of the finest load 
ever developed for all ’round upland shooting. 
It’s just plain good business to have an ade- 
quate supply on hand. 

Hunters are going to hunt—and shoot. If not 
quail, rabbits or ducks, doves, pheasant or wood- 
cock. Whatever the game, they want the old 
reliable Xpert, Field or Super-X shells—made 
by the world’s master-makers of ammunition, 
the Western Cartridge Company. 

Every Western shell is good to look at—red, 
always red—the natural color for shells. But it’s 
the inside of the shell that counts! In every 
Western shell you'll find exclusive special fea- 
tures, such as the patented Western Seal-Tite 
moisture-proof wad that keeps the powder free 
from excess moisture. 

There’s a Western jobber near you, ready to 
ship at a moment's notice. If you haven't his 
name and address we'll gladly send them by 
wire, on request. 


WESTERN CARTRIDGE COMPANY 
Dept. J-55, East Alton, Illinois 
Branch Offices: Jersey City, N. J., San Francisco, Calif. 


Xpert 


THE SHELL THAT GETS THE GAME 








TheL OF label helps you sell. 
It protects you and your cus- 
tomer. Leave st on. A blue 
label indicates double strength, 


a red lab singl® strength. 
a] 





have «| PROVECTED PROFIT 


when you sell 


LO 


Quality Glass 


@ Libbey -Owens- Ford Quality Glass is less brittle 
and easier to cut than other brands. That is because 
L-O-F lehrs are five to six times longer than 
any others used in the industry and the glass, con- 
sequently, receives a slower, more perfect anneal- 
ing. This is a very important factor to you because, 
even though glass is a Jong profit item, breakage 
can often reduce that profit to a very considerable 
extent. Stock L-O-F Quality Glass exclusively and 
you will find that you break fewer lights in cutting 
and handling. You will keep your profit instead of 
writing off a substantial part of it to cover breakage. 
Libbey-Owens- Ford Glass Company, Toledo, Ohio. 











LIBBEY: OWENS-FORD 
1 QUALITY GLASS 
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HERE IS 
EVIDENCE 


Last year a 15-station hook- 
447,586 indi- 


vidual responses from radio 


up brought 


listeners through 190% more 
dealers than in 1932. Now, with 
29 stations, the response should 
be tremendous. Cash in! Mail 


the coupon. 
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STRIKE UP THE BAND 





NO. 45 RAZOR HONE 


160% SALES INCREASE 








| 160% INCREASE 
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Backed by radio alone, the No. 
45 Razor Hone showed a 160% 
sales increase. Other products 
had equally startling records. 
The merchant who ties in with 
these programs this year will 
get the sales benefits. 






..- SPEED UP SALES 


For the ninth consecutive year the “Carborun- 
dum” Band starts its series of winter programs. It 
will be the same type of program, the same band 
that has broken records for consumer response. 
But this year there is a difference. Twenty-nine 
stations instead of the fifteen used last year. That 
shows what we think of the sales-building qualities 
of these radio programs. It’s a great show. Mail 
the coupon for your FREE tie-up material today. 





These Columbia stations 
blanket your trade area 


The biggest and most powerful Columbia stations will broadcast 
this program. One of these stations certainly reaches the people in 
your neighborhood. They will come to your store to register for 
the souvenir stone. Be ready. Mail coupon today. 


The Stations 
WABC NEW YORK 
WCAU PHILADELPHIA 


KFRC SAN FRANCISCO 
KOL SEATTLE 
KFPY SPOKANE 


WCAO BALTIMORE 
WKBW BUFFALO 
KMBC KANSAS CITY 


WBBM CHICAGO WHAS LOUISVILLE KVI TACOMA 

WAAB BOSTON WJAS PITTSBURGH KERN BAKERSFIELD 
WHK CLEVELAND KLZ DENVER KMJ FRESNO 

CKLW DETROIT KSL SALT LAKE CITY KFBK SACRAMENTO 
KMOX ST. LOUIS KHJ LOS ANGELES KDB SANTA BARBARA 


KWG STOCKTON 
WBT CHARLOTTE 


KOIN PORTLAND 
SAN DIEGO 


WKRC CINCINNATI 
WCCO MINNEAPOLIS KGB 
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These programs send listeners to your 
store for FREE souvenir stones 


SEND FOR YOUR TIE-UP MATERIAL 


During every broadcast, listeners 
are urged “to go to your hardware 
dealer and register your name with 
him for a FREE Souvenir Pocket 
Stone.” Every person who receives 
a Souvenir Sharpening Stone gets 
a coupon good for a 10c reduction 
on the regular price of the No. 66 
Household Sharpener. Ten cents 


will be remitted to you on each cou- 
pon sent to us bearing customer’s 
signature and countersigned by 
you. The listeners who register 
with you for souvenir stones will 
return to buy a No. 66 Household 
Sharpener. 

Sign the coupon below — it brings 
you the tie-up material. 


THE CARBORUNDUM COMPANY 


Niagara Falls, N. Y. 


MAIL TODAY 


for your tie-up 
aalohictatel 
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STOCK THESE 
FEATURED PRODUCTS 


These products — their uses, their 
merits—will be constantly mentioned 
in this year’s broadcasting. Order 
these items from your jobber today. 


The No. 9 
Carborundum 
Brand Scissors 

Sharpener. 


The No. 45 
Aloxite Brand 
Safety Razor 

Blade Hone. 





The No. 66 
Carborundum 
Brand 
Household 
Knife 


Sharpener. 






The famed 
Carborundum 
Brand 57 File 
for use on the 
farm. 











Please send me 


Name 
Address 
City - 


Mail Attention of —— 


Display Cards featuring your radio programs and 
Registration Pads for Souvenir Stones. 


State 


PTTTIT III iii 


PTTTITITII iii iii iii iii 


THE CARBORUNDUM COMPANY, DEPT. A, NIAGARA FALLS, N. Y. 
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They enhance 
every door! 


HE National Butts illustrated give a 
finishing touch of beauty to every in- : 

‘ ‘ or ‘ No. 608 
No. 504 Reversible Butt stallation, in addition to their dependable = *__Light Reversible Butt 
performance in service. 














There is lustrous beauty in the wide assort- 
ment of regular and special finishes applied 
to this hardware. These finishes safely guard 
the appearance and the working efficiency of 
the hardware. 

There is a great variety of sizes, assuring a 


proper size butt. to adequately serve every 
No. 505 Broad Butt type of job. 





Butts are securely packed one pair in an 








envelope, complete with screws. No danger of 
lost accessories. Easy to stock. Easy to sell. 
Door butts are popular hardware items that 
enjoy a spirited sales de- 
\NAtonat mand every season of the 
M¥G.CO,\ YA 
No. 538 
Narrow ete Butt National hardware is sold direct 
(Left-Hand) to the retail dealer—a_ policy No. 629 
that promotes quality, service Light Button Tip Butt 
and direct selling cooperation. 
| | No. 502 Button Tip Butt 
No. 560 


Wrought Steel Template Butt No. 500 Ball Tip Butt Wrought Steel Surface Butt 














NATIONAL MANUFACTURING COMPANY. STERLING 
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RED and 
GREEN 


-«:JUSt colors 


© But on Cyclone Red “Burner Bas- 
kets” and Green “Catch-Alls” these 
colors become salesmen for you, They 
reach right out into traffic and bring in 
trade. Their “eye-appeal” is a sure 
sales maker in your store, 
















-«» NOT just q name 


@ But a name that is favorably known to your 
Customers — q name that assures the buyer a 
quality product and a real value. 


TO YOU, THE DEALER, THIS NAME ON ANY 
PRODUCT MEANS — 


Guaranteed Quality of Material—Fy|| 


Guge and Weight—Finest of Craftsman- 
ship and Most Carefy/ Inspection. Extra 
Strength Built In. 


The Latest Most Improved Machinery— 
Prices that give you good profit—This 
name is advertised throughout the year. 


Carry the whole Cyclone line to attract the 
type of trade that wants i 


ise ata “right” Price. IF your jobber can't 
supply you write ys direct. 


CYCLONE FENCE COMPANY 
WAUKEGAN TEL, 
BRANCH OFFICES IN ALL PRINCIPAL CIES 
SUBSIDIARY OF UNITED, 














t 






ut these Ke 
Painted “Burner and 
Green “Catch-All” 
Baskets “out front 
to get attention. 

























STATES STEEL CORPORATION 
Pacifie Coast Division: 
STANDARD FENCE COMPANY 


Oakland, Calif, 


Clone 
CATC H-ALL AND 


Red 74g” 
BURNER BASKETS 















“RED TAG” GATE HARDWARE CLOTH 


WN FENCE 
ARE REEN CLOTH tA 

BURNER onsners sc 

MADE IN THREE 
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You can sell 


UNION HARDWARE CHISELS 


With Confidence 


When a Dealer knows the product he sells is 
RIGHT in every way, he recommends it to cus- 
tomers in a manner that inspires confidence and 


makes sales. 


Union Hardware Chisels are RIGHT from cutting 
edge to handle tip—made from finest tool steel, 
hardened and tempered correctly, extra durable 


and rust-resisting. 


Furnished with seasoned White Hickory Handles, 
carefully turned and fitted securely with heavy 


caps of live, durable leather. 








No. 1120 Socket Firmer Gouge with Outside or 
Inside Bevel, No. 125 Socket Firmer Chisel, Plain 
or Bevel Edge. Either style Plain or Leather 
Tipped. All standard sizes. 1% doz. in slide cover 


wood box. Also other tools. 





Ask Your Jobber to Supply You. 
Send for Latest Tool Catalog. 





No. 1120 


Reg. U. 8. Pat. Off. 


TORRINCTON, CONN. 


Established 1854 2 


New York Office, 151 Chambers St. 





Set 4% | contains 6 chisels, 1 each, 
hs 1% and 2 inch. In varnished 
h inge’ eter box. Also other sets. 
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It’s the 


Golee String 


they remember 





@ “Brushes aren’t like our other items,” 
dealers have told us. ““We just can’t make 
our customers see the difference between 
brushes.’” And they couldn’t . . . until 
Gold Stripe Brushes were put on the mar- 
ket! 

Putting a Gold Stripe on the handles 
of these top-quality brushes has changed 





ONLY Gold Stripe Brushes have Gold 
Q Stripe Fiber Jackets 


It’s proved areal sales help, this jacket 
for preserving paint brushes after 
they've been used! It’s one of the 
reasons dealers find it easier to sell 
customers Gold Stripe Brushes rather 
than smaller-profit “‘cheap’’ brushes! 
Not only that! This jacket keeps your 
brush stock clean and in perfect con- 
dition. 

















Gold 
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Stripe 
Pencil 


...and it brings them back for more! 


Now there’s ONE line of brushes that customers 
can’t confuse with any other kind! It’s showing 
dealers the way to bigger profits and repeat sales! 


al] that! Gold Stripe Brushes look supe- 
rior. That gives Mr. Dealer the chance 
to sell quality brushes instead of cheaper 
ones. He makes a bigger profit imme- 
diately .. . but that’s not all! It brings cus- 
tomers back for more! 

When the customer sees the perfect 
job that a Gold Stripe Brush makes pos- 
sible, he remembers that this brush looked 
different from all other kinds. It had a 
Gold Stripe on the handle! He comes 
back to the same store for more Gold 
Stripe Brushes, for his future paint needs 
as well. Mr. Gold Stripe Dealer wins a 
permanent customer! Mail coupon now 
for full information on how you can put 
Gold Stripe Brushes to work for you! 


A product of the 


PITTSBURG 





©P. P. G. Co., 1984 



























Gold Stripe Brushes 


H 


PLATE GLASS COMPANY 





To dealers interested in sell- 
ing Gold Stripe Brushes we 
will send complete information 


together with this automatic 
pencil, free. Address: Pittsburgh 
Plate Glass Co., Dept. 410, 
Brush Division, Baltimore, Md. 
MR esis oe ido = teat 
pO REE yee 
City - 

PN eek So id ore ears eae 
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Sue is a most amusing duck design in yellow, 
black or blue. Children will love it and be on 
time for bed—for meals—maybe. Quacker, 
the same model, with alarm added 

retails for $6.50, Smucis . . . $5.25 


Savarart. Intended for kitchen table or shelf 
but handy almost anywhere. Metal case and 


foot rest. Choice of colors—black, $3 95 
e 


ivory or green. Retail . . « « 
Savartarm. Same model, with alarm . . . $5.95 








Puaraon will add efficiency to any desk, man- 
tel or table! Mahogany case with side inlays. 
Metal dial with satin-gold center. Its pyramid 


design will pyramid profits. The 
retail price tag is only, » « « $9, 95 








Consort—for kitchen or bathroom wall—to 
time a three-minute shave or a three-minute 
egg. Chrome-plated case with molded bezel 


in choice of green, ivory, 
white, black or red. Retail $4.95 





FOR FALL, 1934, TELECHRON 


PLAYS TO A 


Borrow1ne a phrase from the show business, Telechron 
will “Play to a Full House” this fall. Your clock depart- 
ment can “Play toa Full House” too! Telechron announces 
many new clock models, conceived by the country’s fore- 
most designers of clocks that sell. A few are shown above. 
The line for fall consists of models appropriate for Every 
Room in the house. They will appeal to more people than 
ever before, and your opportunity has never been greater. 

But that is not all! Pages and half-pages in The 
Saturday Evening Post plus a new dealer-help promo- 
tion plan will help swell your Telechron sales during the 
coming buying season. You'll agree it is the best we’ve 
ever offered. Free displays, free literature — all the im- 
portant elements that go to make up a well-rounded plan 
of sales promotion are yours free for the asking! 


And still that is not all! Two entirely new assortments / 


have been made up to make sales move faster; one, “The 
Full House Assortment,” consists of six entirely different 
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FULL HOUSE 


models, all new — each suited to a different room in the 
home. Your cost for this is but $23.76. Your profit 
$15.84 (retail value $39.60). “The Harvester Assort- 
ment,” consisting of four Smugs and two Quackers illus- 
trated above, opens a new field of profits because it appeals 
to an entirely new clock market . . . your cost $20.40. 
Your profit $13.60 (retail value $84). Each ascort- 
ment is packed with free displays and other selling helps. 

We can’t begin to tell you the whole story here. Have 
your local Telechron distributor give it to you at once or, 
if you prefer, write to us. 


WARREN TELECHRON COMPANY Ww 
410 Main Street Ashland, Massachusetts 


SELF-STARTING 
ELECTRIC CLOCKS 


(Reg. U.S. Pat. Off. by Warren Telechron Co.) 
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NICHOLSON FILE COMPANY - PROVIDENCE, RFR. 1., U.S.A, 
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And STILL G00D for thousands of strokes 


because its a NICHOLSON FILE 


It takes years of experience to 
be an expert file maker and 
the Nicholson experts have it. 
They know what to do and 
they are given unparalleled 
facilities to help them do it. 


= 


oO 


Nicholson Files must be durable! That thought has 
been drilled into the men who test the file steel to see 
that it is “alive”. , 

Nicholson Files must be durable. That thought is 


uppermost in the minds of the Nicholson experts in the 
grinding department; and in the minds of those who 


attend to the draw- filing, annealing, cutting, hardening 
and finishing. 

And Nicholson Files are durable — because ev 

of manufacture is designed to make them durab 

and because rigid, repeated inspections are made to see 
that this has been done. 

Try Nicholson Files in your plant. You'll find 
their durability lowers your filing costs. 


NICHOLSON 
FILES 


ne fe oe PURPOSE 
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FENCE SALES 


From the very beginning—American Steel & Wire 
Company Fences have been developed with the full 
aid of laboratory and metallurgical tests. We are 
proud of the outstanding qualities that such tests 
demonstrate—but, we know that the great preference 
shown for this product is not the result of these claims. 
Instead—Zinc-Insulated Fences are purchased by a 
majority of farmers because they have stood the test 
of time—actually proved their ability to render longer 
and more economical service. From a sales standpoint 
—actual demand is worth countless reams of theory. 
Sell Zinc-Insulated Fences—feature them prominently 
—let past performance build volume for you. 


American Steel and Wire Company 
Zinc-Insulated Fences, Steel Fence Posts and American 
Steel Gates have definitely established themselves 
as the fastest selling items in their respective fields. 








AMERICAN STEE 


208 South La Salle Street, Chicago SUBSIDIARY OF UNITED S&S STATES STEEL. CORPORATION Empire State Building, New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Stee! Products Company, New York 
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Gites > - & ‘ono’ 

Put the Window Display Service to work 
T promptly. It will help identify your store as 
Better Light-Better Sight headquarters. 


Tear out one of the General Electric current 

2 magazine advertisements. Mount it on card- 
board. Put it on a prominent counter and pile 
a quantity of fast moving lamps around it. 





Ask customers to buy. Read General Electric’s 

3 Better Light-Better Sight advertisements and 
use their talking points. That may be the final 
push that’s needed. 





ARE YOU LOSING 
THESE SALES? 


Neighborhood stores and small apartments 
and rooming houses use tremendous quan- 
tities of incandescent lamps. Are you sure 
you are getting your share cf this business 
...Or is it going to someone e'se?. . .Why 
not make an immediate call on all of these 
prospects?...Tell them why it pays to use 
good lamps rather than poorly made, un- 
known brands. 

















Why this should be 
YOUR BIGGEST 
MAZDA LAMP SEASON 





Better Light-Better Sight Program 
putting tremendous publicity 
behind lighting 


HERE’S a lot of excitement throughout the nation 
about the big Better Light-Better Sight program! 


Every indication points to the biggest four lamp selling 
months in the history of the lighting industry. The public 
is responding quickly to the mighty barrage of Better 
Light-Better Sight advertising, publicity, and educational 
and sales promotion work. 


If you want to capitalize on the vast amount of interest 
being evidenced in better light, follow the 3 suggestions 
pictured at the left. 


When you do these things, you are signing your name to 
General Electric lamp advertising and cashing in fully on 
the Better Light-Better Sight program. General Electric 
Company, Nela Park, Cleveland, Ohio. 
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Your customers 
look for 
this MARK 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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NORTON 
PIKE Oilstones and 


Sharpening Specialties have 


been accepted as standard for every form of 
industrial oilstoning or sharpening for more 
than a ¢entury. They give the same service 
and satisfaction to the individual user of 
good tools in his Home Workshop. NORTON 
PIKE advertising in the leading magazines 
is sending these Home Craftsmen into the 
Hardware Store for these items. They want 
the best. 


Be sure your customers get NORTON PIKE. 


BEHR-MANNING 


TROY, N. Y. and BRANCHES 
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Just Among Ourselves 


Price Protection :— 

Each shift in NRA policies weak- 
ens the price protection clauses of 
existing codes, yet assurance of at 
least a minimum profit is a prime 
essential if NRA labor provisions are 
to be maintained. Organized labor, 
long a foe of Kelly-Capper and other 
price maintenance legislation, has 
rallied to the price regulation or con- 
trol side of the controversy realizing 
that cut prices mean cut wages. In 
this issue, L. W. Moffett, our Wash- 
ington representative, interprets the 
recent reorganization of NRA as a 
temporary move leading to the de- 
velopment of some similar recovery 
agency to function on a permanent 
basis. He sees restriction of codes 
to hours, wages and anti-child labor 
provisions which HarpwWaRE AGE has 
predicted for more than a year. Mr. 
Moffett doubts the continuation of 
price protection. The Administration 
“spokesman” has hinted that price 
filing, etc., will or “may” soon lose 
official sanction and again be sub- 
jected to the full scrutiny of the cold- 
blooded Federal Trade Commission 
or its successor within the Depart- 
ment of Justice. 


Atlantic City :— 


The joint convention of manufac- 
turers and wholesalers, later this 
month, will provide an excellent op- 
portunity to get some first-hand im- 
pressions of code reactions, benefits 
and disadvantages. A. D. Whiteside, 
recently returned to NRA in its re- 
organized form, is one of the speak- 
ers who should bring to the conven- 
tion a direct message indicating the 
future trend of the Government’s re- 
covery programs and projects. It 
will be well for delegates to have 
their questions ready and to remem- 
ber that Mr. Whiteside has, from the 
start, been the champion of price 
protection to distributors. As one of 
the “big five” in the New Deal’s new 
deal he should know whereof he 
speaks. The complete report of Mr. 
Whiteside’s remarks and the re- 
mainder of this important business 
gathering will be published in the 
October 25 issue of HarpwareE AGE, 
and is an issue which all hardware 
men will read and retain. 
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By CHARLES J. HEALE 


Editor, Hardware Age 


Quality Merchandise :— 


Under the guidance of the Federal 
Housing Administration, a wide 
activity of house repairing is ex- 
pected to develop. This includes 
painting, repairing or replacing 
broken or worn-out hardware, plumb- 
ing and other fixtures—many of 
which are broken or worn out be- 
cause in the first place they were 
price goods, made down to a low 
price and not made for long and sat- 
isfactory service. The hardware 
trade is in an enviable position to 
obtain a major portion of the equip- 
ment and materials business to be 
developed under the housing pro- 
gram. The wise hardware merchants 
will make every effort to sell the best 
quality in workmanship and mate- 
rials, for the very idea of replacement 
or repair suggests that the best be 
used. Your customers, facing a long 
delayed replacement investment 
problem, will at this time be most 
susceptible to the quality argument. 
Many of them have been looking in 
disgust at shoddy equipment for sev- 
eral years and should be in the right 
mood to pay a fair price for mer- 
chandise built to give service, backed 
by the integrity of reputable pro- 
ducers whose names appear on the 
goods. Quality goods will bring you 
more margin and give your cus- 
tomers better values. 


Who Is a Jobber? :— 


In my opinion the wholesaler 
status should be determined by the 
functions performed which should 
show major activity in selling for 
resale. Perhaps that is too simple 
to be legal, but the definition of a 
wholesaler in both the basic whole- 
sale code and the supplemental 
Wholesale Hardware Code are too 
broad, and accomplish very little in 
solving the long-time pressing prob- 
lem, “who is a wholesaler?” A 
very loose interpret tion comes 
from the Paint & Varnish Brush 
Manufacturers’ Institute, Inc., which 
is not to be confused with any other 


brush group or association. On July 
6, 1934 (and still in force, | am 
told), this organization issued rules 
and regulations from which I quote 
the following: 

“Any individual, firm, partnership 
or corporation which — purchases 
paint and varnish brushes’ and 
brushes allied thereto, aggregating 
$2,000 per year from all sources of 
supply shall be entitled to receive 
jobbers’ prices, and_ individuals, 
firms, partnerships and corporations 
now bona fide members of wholesale 
associations listed below may be al- 
lowed jobbers’ prices where they can 
be shown to be actively engaged in 
the distribution of brushes, through 
their own sales forces: Wholesale 
drug, wholesale hardware, wholesale 
woodenware, wholesale lumber, 
wholesale building materials, plumb- 
ing supplies, etc., wholesale glass, 
wholesale paint and painters’ sup- 
plies, wholesale wallpaper, whole- 
sale auto accessories, wholesale ship 
chandlers, and wholesale mill sup- 
plies.” 


Price Equality :— 

Here is another ripe subject for 
the Atlantic City convention to study. 
Every wholesaler present can offer 
eloquent testimony, very specifically 
showing that wholesalers are not 
able to get as favorable prices as 
mail order and chain store buyers. 
Failing to buy as favorably, it is 
obvious that they can not put their 
dealers into competition to meet 
consumer prices offered by the 
chains and mail erder houses. Just 
what can or will be done about this 
problem is very difficult to predict. 
A study of average orders placed by 
retailers with wholesalers, plus the 
complete lack of concentrated buying 
by retailers, seems to put wholesalers 
at a disadvantage from the start. 
Small quantity orders, slow paying 
and scattered buying habits will have 
to be curbed and eliminated before 
wholesalers can do much about cut- 
ting distribution costs or be in posi- 
tion to dicker with manufacturers for 
comparable quantities and packag- 
ing which etfect mail order and chain 
savings. But it can be done. 
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States where conditions 
are similar to those in 
Nebraska. 


States where crop cash is 
greater than in Nebraska. 





Disaster becomes a boon. More 
money than at any time in 4 years 


NEBRASKA CROPS FOR THE PAST FOUR YEARS 








By A. E. LONG 

Crops 1931 1932 1933 1934 Onicha, Nebreshie 
Corn ...... .. $64,871,000 $27,701,000 $70,400,000 $16,000,000 
Wheat, spring ..... 387,000 505,000 1,987,000 —‘1,076,000 4 
Wheat, winter ...... 22,972,000 6,642,000 16,752,000 16,500,000 OTAL cash income to farmers 
a RH aehere's:. es a oe por ooaeaes piers this year is likely to be 50 per 

SPR al ase oo 6 cies :788,0 ,754, »265,00 ,920, : 
Potatoes. .......... 3,602,000 2,545,000 5,606,000 4,032,000 _cent above that of last year, 
Hay, tame «6... 15,070,000 13,167,000 13,718,000 35,347,000 despite the drought. 

ay, wild .......... 9,150,000 8,200,000 _—-7,392,000 —_‘10,080,00 Tats hh 
Sugar beets. ...... 4,900,000 3,969,000 5,340,000 —_—3,500,000 National statistical ae rom 
Other crops ... 4,180,000 3,227,000 _—- 3,499,000 + —-.2,500,000 some weeks ago, estimated the income 
Corn-hog benefits pign'eh olan ethan in Aapaeah aan so ka eeeees 80,230,000 would be 30 per cent greater. De- 

I, (6 hig Sead gts oi. a 0.6% #004 BS eee bs Or bce taal 759, . 

Equity in corn unter SR res eer Sree .... 12,950,000 ° tailed study of the —— heart of the 
Corn carried over, drought area now indicates their esti- 

I I Sibi g ws 0s CaS av co UE Waddle eS sce dew 45,000,000 mate may be far too low. 

$140,845,000 $86,880,000 $132,811,000 $189,235.000 In Nebraska, where the drought 
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Area Again in the Money 


was al ils worst, the farm income 
from crops and Government benefit 
payments will be 42 per cent greater 
than in 1933. 

lt will be 34 per cent greater than 
in 1931. 

lt will be 116 per cent greater than 
in 1932. 

Spectacular price increases during 
the past few weeks, or the past 30 
days, have brought this remarkable 
revolution in business conditions, and 
have turned the drought disaster into 
an unbelievable boon. Statistical bu- 
reaus, no matter how efficient, are un- 
able to keep up to the minute in 


tabulating the changing conditious, 
and making a summary of calcula- 
tions for the whole United States. 

A close-up view of the situation 
in a given section is necessary, in 
order to understand what is going on. 
For this reason a detailed stuay of 
conditions in one state was under- 
taken. The state selected for this sur- 
vey is Nebraska, which may properly 
be said to occupy the very heart of 
the great drought area, about which 
so much “disaster” material has been 
printed from sea to sea. 

The Nebraska wheat crop was less 
than one-half a crop. Its hay is less 


September Rains Have Brought Bright Skies 








bet abide i 


Photo by Underwood & Underwood 


Rains during September have set new records in the Capital area. J. T. Bray, 
of the U. S. Weather Bureau measures rainfall at Washington. Throughout 
the country, crops have benefited greatly from rainfall, producing fodder crops 
for winter stock feeding. In drought areas, September rains were normal. 
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than two-fifths crop. Its oats is about 
one-sixth crop. Its barley is one-sev- 
enth of a crop. And its corn is one- 
eleventh of a normal crop, being the 
greatest corn failure known in the 
history of Nebraska. 


Another Story 

This presents a picture of what the 
drought did to Nebraska farmers. 
What the AAA benefit payments are 
doing and what the sensational rise 
in the market prices of these frac- 
tional crops has done is another 
story. 

Wheat is bringing $1.18 at Omaha; 
corn 75 to 80 cents; oats 59 cents, 
and so on. Hogs hit the $8 mark re- 
cently at Omaha, and fat cattle rang 
the bell at $10 per hundredweight. 

But cattle, hogs, sheep, and other 
livestock are not even considered in 
the survey here undertaken. Grain 
alone and other crops from the fields 
are considered, because in consider- 
ing the income from fat livestock, 
there is sure to be a duplication in 
the calculations. A man cannot feed 
his grain to livestock and sell it at 
the elevator at the same time. It 
should be kept in mind, however, that 
these calculations as to the cash value 
of the crops are sound. For if the 
farmer feeds his grain instead of sell- 
ing it, then he is merely selling his 
grain on the hoof instead of at the 
elevator. And he is selling hogs at 
$8 instead of $2.75 as of two months 
ago; and he is selling cattle at $10 
instead of at $4.25 as of five months 
ago. 

Here, then, is the Nebraska picture: 

The cash value of Nebraska’s crops 
this year and for three years back 
are as follows: 


193] $140,845,000 
1932 86,880,000 
1933 132.811.000 


1934. including 

A AA benefits. 

etc. 89,235,000 
The value of the crops for the years 


29 








1931, 1932, 1933 was computed by 
A. E. Anderson, State and Federal 
crop statistician at Lincoln, Neb., and 
the market price used was the market 
as of Dec. 1 of each year. The 
market price used in computing the 
value of the 1934 crops is the mar- 
ket price prevailing the final week 
of August, 1934, 

This, then, is the picture in Ne- 
braska—the central state of those 
afflicted by the 1934 drought. It 
should be noted also that Nebraska is 
selected, not only because it occupies 
the heart of the drought belt, but also 


because it is perhaps the most typical- 


ly corn, wheat, oats, hog state. 

What is true of Nebraska, the cen- 
tral drought state, is, in a greater or 
less degree, equally true of Kansas, 
Oklahoma, Texas, North and South 
Dakota, Minnesota, Iowa, Missouri, 
Arkansas, Wisconsin, Illinois, In- 
diana, Ohio, and to some extent at 
least, Montana, Wyoming, Colorado, 
and New Mexico. Anyone who is apt 
at statistics can readily compute the 
aggregate farm income of his own 
state, just as the figures for Nebraska 
have been here compiled. 

The states not so severely affected 
by the drought, having normal or 
nearly normal crops, are doubly 
benefited by the rising market for 
produce, which rise itself has been 
brought on largely by the drought in 
other areas. Thus, while Nebraska 
farmers will have a 42 per cent in- 
crease in farm income over 1933, the 
eastern and southern states should 
show a substantially larger increase 
of income. 


The Close-up View 


But to get back again to a close- 
up view. The day cattle reached $10 
a hundredweight at Omaha, a farmer 
from Scottsbluff, Neb., had 42 head 
on the market. They weighed an aver- 
age of 1200 pounds and brought $10 
a hundred. This made a total of 
$5,040 for the three carloads. They 
were two years old. This means that 
they put on most of their weight 
many months ago when corn was 
cheap. In fact, it means that they 
put on most of their 1200 pounds on 
35 to 50-cent corn. 

This farmer is in position to buy 
stoves, radio, washing machines, fenc- 
ing, fence posts, or anything else he 
wants. Thousands of fat cattle are 
flowing to the markets every day that 
are making similar money. Tens of 
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thousands of hogs are daily coming 
to market from the corn belt, all of 
which have been fattened on cheap 
corn, and are now bringing $15 to 
$20 a head, instead of $4 to $7.50 a 
head, as did those brought to market 
three months ago. These owners also 
are in position to buy any and all 
hardware they want. 


Ensilage on the Hoof 


One more huge factor in farm in- 
come in the drought belt has not even 
been included in the figures above as- 
sembled. That is the factor of corn 
fodder or ensilage. The moment the 
farmers of Nebraska and the rest of 
the drought area of the corn belt 
became aware that their corn would 
not mature, they began to cut it for 
fodder. Corn fields have been stripped 
bare in Nebraska, with a few excep- 
tions. The corn is cut, and either 
cured as dry fodder, or cut up or 
shredded green to make ensilage. This 
fodder or ensilage has a tremendous 
cash value, but has been left out of 
the picture in computing the figures. 
In other words, a failure of a corn 
crop to mature in the corn belt does 
not mean a total loss of value, for 
this green fodder was readily bought 
up by big feeders at $3 a ton green 
weight. Those who did not turn this 
vast crop of fodder into cash are 
holding it for their own livestock be- 
cause they expect to make more than 
$3 a ton out of it by feeding it them- 
selves. So, here is a tremendous crop 
of salvage, so to speak, that can 
scarcely be estimated, but which, if 
computed, would easily have run our 
1934 figures well above the $200,- 
000,000 mark. — 

Dealers who spent all summer be- 
moaning the drought are finding their 
business picking up smartly, and they 
are at a loss to know why. They saw 
the small grain crop blighted, and 
went into mourning over it. They wit- 
nessed the withering of a promising 
corn crop, and promptly redoubled 
their mourning. They almost col- 
lapsed in the conviction that this year 
would surely finish their business 
careers. But they have had to come 
out from behind the mourners’ bench 
to wait on customers wanting to buy 
ranges, room heaters, barbed wire 
and steel posts, radio sets and B bat- 
teries, power washers, and what not. 
One hardware dealer came tearing 
into Omaha from northern Iowa with 
his truck. He loaded six big kitchen 


ranges, and bemoaned the fact the 
truck would hold but six at a time, 
“for,” he said, “I am actually selling 
as many as three ranges a day some 
days.” 

The cutting of corn fodder called 
for more shredders, corn binders, and 
ensilage cutters than the dealers, 
wholesalers, and manufacturers com- 
bined could supply this summer. 
Farmers surprised the dealers and 
branch-house managers by coming in 
with the cash. These implements cost 
from $175 to $525 apiece; and farm- 
ers came in and paid cash for them. 
The Omaha branches of two farm 
machinery firms agree that more than 
half of these big units sold during 
July and August were sold for cash. 

Another factor not considered in 
the figures here exhibited is the farm 
income from cream and eggs. It is 
well known that the farmers of the 
middle west get their living largely 
from the cream and egg checks. The 
largest produce house in Omaha 
states that while the receipts of cream 
for August declined 25 per cent from 
August, 1933, the price paid the 
farmers advanced 40 per cent above 
August, 1933. Checks for eggs and 


poultry show a similar increase. 


Poor Herman! 


A close-up view of the condition 
of a few “burned-out” farmers in the 
drought belt may serve to support 
what has here been said about the 
boon that has come out of the drought 
calamity. Here, then, for example, is 
Herman Engel, one of Nebraska’s 
“drought-stricken” farmers. He lives 
just south of Fremont, Neb. His 120 
acres of corn proved a total failure, 
so far as prospects of maturing were 
concerned. He cut it for fodder, filled 
the old tile silo, filled another tempo- 
rary silo, and dug a trench silo be- 
sides and filled that. He has 45 cattle, 
including 20 milch cows. Mr. Engel 
says with just a very little corn, this 
ensilage will carry all these cattle 
through very nicely, and will keep 
the 20 cows giving plenty of milk. 
But has he the “little bit of grain” 
which he says he needs? Yes, he has 
5000 bushels of corn on the place 
from last year’s crop. Part of this is 
sealed for the Government loan. He 
borrowed 45 cents a bushel on this 
part; but now he is going to pay that 
off and sell the corn at 80 cents a 
bushel, which gives him a 35-cent 

(Continued on page 76) 
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A Plea for Realism 


JSINESS is in the shadow of 
B the coming November elec- 

tions. Political considerations 
are causing the Administration to 
magnify its accomplishments and to 
minimize its omissions, and the same 
motives are leading the opposition to 
find fault. A distorted picture is 
being presented to the public, and a 
bewildered and confused state of 
mind is the result. 

While it is essential in a democ- 
racy to give the “outs” their periodi- 
cal opportunities to displace the 
“ins,” it is unfortunate that this 
particular test of political strength 
should come at a time when business 
is looking hopefully to seasonal 
forces to pull it out of the reaction 
that set in during the summer 
months. Confidence, so essential to 
enterprise, is being needlessly dis- 
turbed by imaginary bogeys con- 
jured up by critics of the New Deal. 
On the other hand, efforts to gloss 
over or ignore weaknesses in the 
Administration’s program are 
equally harmful. The tactics of both 
sides obscure the problems of the 
day and render it difficult to main- 
tain a realistic attitude toward them. 

Advancement of recovery is more 
important than the fortunes of po- 
litical candidates. And, if that fact 
be kept in mind, it must be conceded 
that some of the Administration’s 
claims are well founded. There is 
much to be said for the contention 
that “conservative” Britain antici- 
pated a number of our most impor- 
tant moves under the New Deal. 
Certainly the British are not on the 
gold standard. They departed from 
gold long before we did. And so 
long as they stay off gold it will 
probably be necessary for us to do 
likewise. Whether we care to admit 
it or not, the so-called gold standard 
was successful because it was essen- 
tially a sterling standard. For many 
years London was the financial cen- 
ter of the world and international 
transactions were in large part car- 
ried on in terms of the pound. Rela- 
tively little gold passed from country 
to country to settle trade balances; 


OCTOBER 11, 1934 


By GILBERT L. LACHER 


in the main they were canceled out 
in British bookkeeping. The sterling 
gold standard was really a “man- 
aged” standard in which gold itself 
played but a small part. 

All this was changed by the con- 
sequences of the war. Gold, instead 
of being used occasionally and in 
unimportant amounts to balance 
world trade accounts, was drained 
out of debtor countries and concen- 
trated in creditor countries. And 
when the depression set in and eco- 
nomic stress gripped one country 
after another, a further influence 
came into play—the flight of liquid 
international capital from one 
money center to another. These 
movements had nothing to do with 
trade balances. Originally they re- 
flected the fears of individuals seek- 
ing a haven of safety for their funds; 
later they were given impetus by the 
machinations of an ambitious power 
bent on weakening rival nations. 

The flight from the pound drove 
the British off gold, and subsequently 
huge gold withdrawals from this 
country played a large part in pre- 
cipitating the banking panic that 
preceded our departure from gold. 

This is recent history, and yet it 
has already been forgotten by those 
who heed the current clamor for a 
return to the gold standard. Warn- 
ings against excessive budgetary in- 
flation and silver or paper money 
experiments are in order, but de- 
mands for definite stabilization of 
the dollar at a fixed gold content are 
a bit previous at the present time, to 
say the least. 

Our emulation of Great Britain in 
monetary policy does not, however, 
warrant the aping of all things Brit- 
ish. We are told, for example, that 
England is far ahead of this country 
in the handling of industrial rela- 
tions. The implication is that be- 
cause Great Britain is a closed shop 
country, the United States, which has 
been largely open shop, should turn 
its back on its own history and tra- 
ditions and follow the example of the 
mother land 

There is good reason to doubt the 


wisdom of such a step. Class con- 
sciousness such as exists abroad is 
still unknown here. Our population 
is still fluid, and men from the ranks 
of labor are constantly emerging into 
managerial positions. The relations 
between men and management in 
this country are customarily friendly 
and fraternal. No feeling of irre- 
concilability ranges one group 
against the other. 

Moreover, British experience with 
the closed shop is known to have held 
back industrial progress. The real 
test of a policy is results and no one 
can claim that the standard of living 
or the productive efficiency of Eng- 
lish labor is comparable to that of 
American labor. 

There is also the historical aspect 
to consider. In Great Britain present 
union organizations attained power 
only after many years of growth. 
They can be said to have been 
created by the men_ themselves. 
Quite a different situation obtains in 
the United States. Here, power- 
greedy union organizers are attempt- 
ing to impose their own particular 
kinds of unions on labor. The ini- 
tiative comes from the agitators and 
not from the rank and file. Work- 
ers, willing to work and _ satisfied 
with their jobs, have been cajoled 
and intimidated into participation in 
strikes. | Motorcades and flying 
squadrons of plug-uglies have been 
shifted from one strategic point to 
another in a wholesale effort to re- 
produce by force, within a few 
months, industrial relationships that 
represent the development of years 
abroad. 

The whole conception of forcing 
ready-made unions, with ready-made 
leaders, on American workingmen is 
directly counter to the express intent 
of Section 7a of the Recovery Act, 
which guarantees labor the right to 
select representation of its own choos- 
ing. 

Here is just one more case where 
actualities differ widely from theo- 
ries. And, at this juncture, both the 
Administration and the business man 
will profit by facing realities. 
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0. L. DAVIS 


HE huge market for building 
supplies and tools no longer 
exists. The pioneering or 
construction demand has long since 
been supplied. The natural law of 
supply and demand is still function- 
ing, but in just the reverse from the 
former era. Today the demand is 
small, with the sources of supply 
greatly exceeding the demand in 
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contrast to the “old days” when the 
demand was great and the sources 
of supply few and competition was 
nil. 

The monopoly enjoyed by the 
hardware dealer in the golden era 
is forever gone. The former virgin, 
non-competitive field has been in- 
vaded by a horde of “foreign” com- 
pétitors—the retail mail-order stores, 
the numerous chains of variety stores 
with their price ranges up to $1.00— 
the chain drug stores with their 
stocks half hardware (and open day 
and night), and the auto accessory 
chains who have dipped heavily into 
the hardware lines to replenish or 
replace their vanished auto supply 
business. 


The 1934 picture shows the hard- 
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ware store being attacked by invad- 
ing professional retailers, equipped 
with a superior or _ specialized 
knowledge of retailing. 

We are fighting against chains of 
trained, seasoned and experienced 
retailers who have advanced to their 
present position or size only because 
of many retail battles previously 
won. 

Hardware dealers fight mainly 
with one single weapon. Their op- 
posing competition uses many types 
of weapons but the only weapon 
considered or used by some hard- 
ware dealers is price. And their 
handling of their single weapon is 
such that they frequently do greater 
damage to themselves than to their 


O. L. Davis. 


opponents. 
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Can They SELL Better? 


Chain stores can do so only if they have 
learned more about our own business than 


we know about it ourselves 


By O. L. DAVIS 


General Manager, Nageli Hardware Co., 
Minneapolis, Minn. 


USINESS taken by the chains 
B is the real (or primary) 
cause of much of the pres- 
ent day difficulties of hardware 
stores. This primary cause is not. 
as some mistakenly believe, the de- 
pression. The ending of the depres- 
sion will not solve this problem, be- 
cause contrary to general business 
problems it was not produced by the 
depression. This primary cause was 
only amplified or emphasized by the 
depression. 

Hardware retailers who formerly 
had all the hardware business have 
lost a large portion of it to the in- 
vaders because of our general lack 
of merchandising knowledge—lack 
of technical knowledge of our own 
profession—retailing. Without tech- 
nical knowledge no one can succeed 
in any technical profession. The 
competitive conditions have changed. 
Storekeeping is now, and has been 
for some time, a technical profession 
known as merchandising. 

In the non-competitive era, stores 
could successfully get along with the 
ordinary or mediocre—ordinary ad- 
vertising (if any), ordinary window 
displays, ordinary interior displays. 
ordinary store arrangement or 
layout, ordinary store personnel. 
ordinary buying systems, etc. 

But in the “survival of the fittest 
era” of the present, the ordinary 
has failed. Today, technical knowl- 
edge is required, to successfully meet 
the technical or professional knowl- 
edge of the aggressive invaders. 

By the term “technical knowledge” 
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is meant a professional knowledge. 
A knowledge capable of approach- 
ing, analyzing, and solving merchan- 
dise problems as an engineer ap- 
proaches and proceeds in solving 
engineering problems. Namely, by 
learning and following the basic 
principles, or natural laws govern- 
ing the particular science he is en- 
gaged in. 

The retail hardware battle against 
the numerous and skillful competi- 
tors requires and demands a tech- 
nical knowledge for planning and 
directing attacks and _ defenses 
against them. The technical knowl- 
edge required in this case is not 
military, or football, or baseball 
knowledge—it is hardware merchan- 
dising knowledge. 


What Is Merchandising? 


Let’s put this word “Merchandis- 
ing” through an engineer’s break- 
down test and see what it really con- 
sists of. First we note that we re- 
\ailers occupy a position between the 
manufacturer and the consumer; and 
that our one and only function is 
that of a distributor—distributing 
the products of the manufacturer to 
the consumer. 

Next we note that in performing 
this function of distributor, our total 
activities are devided into two 
groups, and only two—buying and 
selling. All activities in and 
around any store are directly or in- 
directly connected with either buy- 
ing or selling. Afl employees of 
any store organization are engaged 
in the carrying on of one or the 
other, or both of these activities. 
Therefore, the merchandising knowl- 


‘ 


edge referred to above as being “re- 


quired” consists of a technical knowl- 
edge of buying and a technical 
knowledge of selling. 

Contrary to some opinions, age or 
many years in service in a retail 
store do not alone produce iechnical 
merchandising knowledge. As_ in 
other technical professions (legal. 
medical, the arts, engineering, etc. ) 
professional or technical knowledge 
comes only from a combination of 
vocational study and practice. 

For the purpose (and only for the 
purpose) of substantiating — the 
statements that “technical knowledge 
is required today,” the following ex- 
periences and historical facts relat- 
ing to the growth or development of 
Nagell Hardware Company, Min- 
neapolis, Minn., are offered as evi- 
dence. This firm has since 1919 (its 
entire existence in present location) 
been “engineered” by technical mer- 
chandising knowledge. 

Some exceptional accomplishments 
of this firm and a few of the un- 
usual historical facts relating to its 
development are as follows: 


As a small suburban store it 
moved into downtown Minneapolis 
from a suburban location in the 
year 1919. 

Moved into a highly competitive 
district in which four large loop 
hardware stores had been estab 
lished for many years. 

Moved into, a store location in 
which two previous hardware firms 
had failed and closed out. 

Its total merchandise inventory 
Jan. 1, 1919, was less than $30,000. 
Its largest annual sales prior to 
1918 were less than $50,000. 


Thus was the background and the 
circumstances surrounding its be- 
ginning or formal opening on May 
17, 1919 (only 15 years ago). 

It started like all other new firms 
start, from a small beginning. But 
no other Minneapolis hardware firm 
ever grew so large so quickly. 

It now enjoys, and for several 
years past. has enjoyed the largest 
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retail hardware business in Minne- 
apolis. It now occupies the largest 
retail hardware sales floor in the 
Northwest, size eighty-two feet wide 
by one hundred and twenty-five feet 
long—in its own building. 

In addition to its downtown store, 
it has owned and operated since 1929 
the two largest suburban hardware 
stores in Minneapolis—one of which 
is one hundred and twenty-five feet 
long (five thousand five hundred 
feet floor space) and contains seven 
hundred lineal feet of open display 
counters. 


Growth During Competitive 
Period 


This development and growth of 
the Nagell Hardware Company oc- 
curred not during the golden or 
building era (before the chain stores 
came), but during the present era 
of chain-store competition. 

And it grew at this rapid rate 
with, or in spite of, the following ad- 
ditional handicaps on sales volume: 


(A) During its entire 15 years of 
life it has had the competition 
of more large downtown hard- 
ware stores (four at present) 
than are found in any other 
city the size of Minneapolis. 

(B) During seven years of its 15 
years of existence it had no 
charge accounts — all sales 
were cash or C. O. D. During 
the last 10 of its 15 years 
of existence it has had no 
charge accounts with _ indi- 
viduals—all sales to private in- 
dividuals (the general public) 
being cash or C. O. D. 

(C) Compared to the merchandise 
variety which makes up the 
sales volume of all other down- 
town hardware stores, its lines 
are short—containing no “vol- 
ume” lines such as stoves, re- 
frigerators, washing machines, 
radio sets, vacuum cleaners, 
etc. 
It is, and has always been, a 
“one-price” store and conse- 
quently has been deprived of 
the patronage of the large 
number of customers who can 
buy at a discount or “whole- 
sale” in some or all the other 
loop hardware stores. 


(D 


(E) It sells no builders’ hardware 

or tools to contractors. 

(F) Its average selling prices are 
higher than any other loop 
hardware store. Its annual 


margin (gross profit) for sev- 


eral years past has averaged 
40 per cent on sales (varying 
slightly above and below this 
figure) . 


Five of the above handicaps are 
restrictions or restraints upon sales 
volume not imposed upon any com- 
peting store; and yet, as_ stated 
above, this store grew up faster than 
any competing store has ever grown. 
(And incidentally, it has weathered 
the depression with only one year in 
red ink—a small loss in 1931). 

The reason, or the cause, of the 
rapid growth or success of this store 
was not, as many outside observers 
believe, “cut prices.” It is not a cut- 
price store. Its high annual gross 
profit of 40 per cent on sales dis- 
proves that theory. Neither was it 
because of any superiority of mer- 
chandise, because the merchandise 
carried by all hardware stores is, in 
most cases, identical and in all cases 
equal. 

Neither was it the momentum of 
an old concern with long established 
contacts or clientele, because it was 
not an old concern and had no 
clientele when it started 15 years 
ago. 

The rapid growth and success of 
this store during the adverse con- 
ditions described in the second pic- 
ture is due not to the erroneously 
alleged “cut prices,” but to the gen- 
erous use of technical buying and 
selling knowledge in its merchandis- 
ing operations. 

It adapted and used early in its 
career (beginning in 1919) the 
methods and tactics of the so called 
invaders—the chains. 


Open Counter Display 


It was, we believe, the first hard- 
ware store in the United States to 
adopt open counter display—(the 
date 1919), using the small ma- 
hogany counter boxes as were used 
at that time by the variety chains, 
together with cross-counter displays 
with sign holder and sign behind 
each row. In 1924 these wood boxes 
were discarded and replaced by 
newer type glass bin displays. 

In spring of 1934 the open 


counter displays were again brought 
up to date by installation of the new 
“step-up” type of counter display 
where the back displays are higher 
than the front, a feature so new 
that it is not yet adopted by some 
of the variety chains. 





Other chain-store methods adopted 
years ago and used continuously by 
the Nagell Hardware Company in- 
clude: 

—the generous use of showcards 
both in store and windows (using 
over two thousand upright sign 
holder stands in the three stores). _ 

—chain-store layout, with broad 
inviting aisles. 

—their method of building or ar- 
ranging counter displays, with fea- 
ture displays on corner counters, 
etc. 

—their custom of listing up long- 
profit items and making periodical 
sales drives on said items. 

—their custom of capitalizing to 
the fullest the various holidays dur- 
ing the year—Decoration Day, 
Fourth of July, Thanksgiving 
Christmas, etc. 

—their custom of featuring numer- 
ous staple items at little or no profit 
to build up store traffic and for cer- 
tain psychological reasons. 

—their custom of changing their 
windows frequently. 

—their custom of constantly shift- 
ing counter displays to correspond 
with the seasons—featuring in most 
prominent part of store items with 
greatest current demand. 


Equally Practical for 
Hardware Stores 


Note that the above ideas are basic. 
They were adapted mainly from va- 
riety stores, but they proved to be 
equally practical in a hardware store. 

All the selling operations of these 
professional chain retailers are “out 
in the open” for hardware men to 
see. Observation of them will dis- 
close much of their strategy and 
many additional customs and pro- 
cedures that have just as practical 
application in hardware stores as in 
the competing stores of the profes- 
sionals, because both hardware and 
chain stores serve the same shop- 
ping public. 

We hardware merchants may not 
individually be to blame if the big 
chains can BUY 5 to 10 per cent 
better than our co-operative buying 
organizations can, but we individu- 
ally are to blame if the chains are 
able to SELL better than we can. 

They can do so only because we 
have permitted them to learn more 
about our own game, hardware mer- 
chandising, than we know about it 
ourselves. 
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HARDWARE CURIOSITIES 


By ROBERT PILGRIM 

















INCHINESE TOWNS A LANTERN BEARING THE 
OWNER'S NAME (6 HUNG BEFORE EACH DWELLING .. 
y 'F A BOY IS BORN, AN EXTRA LANTERN (S HUNG, 
BEARING THE CHARACTER, PROSPERITY ...1F A DEATH 
OCCURS, A WHITE LANTERN WITH FLUTTERING STRIPS 
I HUNG, ON WHICH IS WRITTEN THE NAME, AGE AND 
VIRTUE OF THE DECEASED 







A DEFECTIVE BOILER PLUG WAS HUNG IN THE 
OFFICE OF THE SECRETARN OF COMMERCE IN 
Q14..THE PLACARD ON THE GALLOWS READS: A 


MURDERER /...HUNG FOR KILLING ELEVEN MENA / 
THE FUSIBLE ? PLUG WHICH FAILED To FUSE. | 
FROM THE BOILER OF SS. JEFFERSON-BOILER | | 














EXPLODED. ELEVEN LIVES LOST 
@) — 





BETWEEN 1400 
AND 1400 IN MOST 
ENGLISH TOWNS 
CITILENS WERE 
COMPELLED TO KEEP 
BUCKETS FILLED WITH 

WATER ALWAYS 
AVAILABLE , FOR USE 
IN CASE OF 














THE EARLY AMERICAN COLONIGTS USED 

LONG SLENDER IRON TONGS, CALLED SMOKING 

TONGS, TO LIGHT THEIR PIPES... THEY LIFTED A 
COAL FROM THE FIREPLACE WITH THE TONGS 
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By ELTON J. BUCKLEY 


Counsellor-at-Law 


The Buyer, Not the Seller, is Out of Luck Here 


ERE comes another letter 
which raises an_ interesting 
question regarding merchandising :— 


Cleveland, Ohio. 


Some time ago I was asked by 
a customer to give him an esti- 
mate on certain merchandise and 
service work. It was quite an 
order and I gave it quite a lot of 
time. but managed to omit an item 
involving a rather large sum. He 
accepted the estimate in writing 
and I started in to fill the order, 
but almost at once discovered that 
I had omitted one item, and I wrote 
him telling him of this and stating 
that under the circumstances | 
would not be able to go on with 
it. He at once refused to abide 
by this and told me he would hold 
me to the estimate if he had to 
sue me. He said: “I knew you 
had left out that item, but it 
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wasn’t my business to run your 
business. I have got a good price 
and I’m going to keep it.” I told 
him that no fair man would want 
to hold another to a mistake, and 
that it was against the Golden 
Rule, and talk like that, but it 
did not change him. He declares 
he will make me go through with 
it, and unless I do he will sue for 
damages. 

I am depending on your opinion 
as to where I stand here. I would 
have been willing to compromise 
with the customer, but even then 
I would lose money. He refused 
to agree to compromise and said 
he expected me to stand by the 
estimate. If I am forced to do 
that, my loss will be heavy. 


Fr. Fv. 


I agree with you that he is a 
hard man, who, knowing that an- 





Unuerwood & Underwood 


other has made a mistake, seeks to 
hold him to it. Shakespeare has a 
word for that—“Shylock.” Of 
course, the situation would be dif- 
ferent if your customer, relying on 
your estimate, had made certain 
commitments of his own based on 
your figure. He would have more to 
go on then in his refusal to let you 
off. You do not say whether this is 
the case or not. 

However, my friend, you need not 
worry about the case; your customer 
cannot force you to go through with 
the contract, nor can he recover 
damages from you if you do not. 
For on your statement of the facts, 
he will run squarely up against a 
settled principle of law, which can 
be briefly stated thus:— 


Where one party to a contract 
knows that the other is making 
his agreement under a mistake of 
fact, or a misunderstanding, which 
is influencing his actions unfavor- 
ably to himself, the contract can- 

(Continued on page 100) 
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A Gentleman From New Zealand 


Mi: secretary answered the By S AUNDERS NORVELL 
telephone on her desk, and 


casually remarked: “Mr. L. 
D. Paterson of the firm of Gibsons 
& Paterson, Ltd., Wellington, New 
Zealand, would like to make an ap- 
pointment to see you.” Well, well, 
here was a man from the other side 
of the world. I invited Mr. Pater- 
son and Mr. Griffiths, general man- 
ager of Harpware ACE, to have 
luncheon with me at Pierre’s. I 
could not show him the South Sea 
Islands, but from Pierre’s restaurant 
on the roof, 42 stories above the 
street, I could give him a splendid 
view of Central Park, with lakes in- 
stead of oceans, islands instead of 
continents, and, in place of moun- 
tains, the tall buildings surrounding 
the park. 

Before meeting a stranger from a 
far-away land, it is always a good 
idea to pick up your atlas and your 
encyclopedia and post yourself on 
the country from whence he comes. 
[ can remember meeting a well- 
known man in London, and when I 
told him I was from Missouri, he 
wished to know whether Missouri 
was in North or South Ameriéa. So, 
before chatting with Mr. Paterson, 
suppose we refresh our memories on 
New Zealand. 

New Zealand is a group of islands, 
member of the British Common- 
wealth of Nations, in the Pacific 
Ocean, situated southeast of Australia 
about 1500 miles. Capital—Welling- 
ton. Three and one-half days by 
ship from Australia. 

I remember once in London I ob- 
tained the agency for a certain chem- 
ical for the “Western hemisphere,” 
the idea being to cover North, Cen- 
tral and South America. About a 
year afterwards, I received a red 
hot letter from the owner of this 
patent chemical inquiring why we 
were selling his chemical in New 
Zealand. He already had agency ar- 
rangements there, and our going into 
that market had disturbed everything. 
I called on our export department 
for an explanation. They got out 
the contract and pointed out the fact 
that our agency covered the “West- 
ern hemisphere,” and lo and behold! 
there was New Zealand just over the 


OCTOBER 11, 1934 


edge in the Western hemisphere. | 
promptly wrote to our correspondent 
in London, apologizing and explain- 
ing what had happened. Neither of 
us, when we drew up the contract, 
knew just where New Zealand was. 
I tell this story so that in thinking 
of New Zealand you will realize it 
is not just across a little creek from 
Australia. Most people have an 
idea that you can row in a boat from 
one of these countries to the other. 





L. D. PATERSON 


New Zealand proper includes 
North Island, South Island and 
Stewart Island. North Island is 
somewhat mountainous, and South 
Island largely so, the Southern Alps 
culminating in Mount Cook, which 
is 12,349 ft. high. 

By mandate of the League of Na- 
tions the New Zealand Government 
also now administers the former 
German possession of western Samoa. 

No fewer than 17 peaks of the 
Southern Alps (a mighty chain of 
mountains running almost the entire 
length of the South Island) attain a 
height of over 10,000 feet. This 
chain rises to its culmination in 
Mount Cook, 12,349 feet. Owing to 
the snow line being low in New 
Zealand, many large and _ beautiful 
glaciers exist. The Tasman Glacier 
(Southern Alps), which has a total 
length of over 18 miles and an aver- 
age width of one mile and a quarter, 
is the largest. 

When New Zealand was discovered 


by Europeans in 1642 it was found 
to be inhabited by a race of Polyne- 
sians called Maoris, who had discov- 
ered these islands many centuries 
previously. At what time the dis- 
covery was made by the Maoris, and 
from what place they came, are mat- 
ters of tradition only, much having 
been lost in the obscurity enveloping 
the history of a people without let- 
ters. The Maoris speak a very pure 
dialect of the Polynesian language, 
the common tongue, with more or 
less variation, in all the eastern Pa- 
cific islands. 

Prior to the depression, New 
Zealand exports averaged £50,000,- 
000 per annum, with imports aver- 
aging from six to ten millions below 
that figure. 


Main exports are frozen meat, 
wool, butter, cheese, sausage casings, 
skins and hides, apples, dried and 
preserved milk, gold. In other words, 
she relies upon the pastoral industry 
for her main exports. England takes 
about 80 per cent. 

And being essentially a primary 
producing country, she imports the 
bulk of her manufactured goods 
from overseas in exchange for her 
primary produce. 

New Zealand imports mostly from 
the United Kingdom. Before the de- 
pression, America was exporting up 
to £11,000,000 per annum to New 
Zealand, the average being around 
£7,000,000, America coming next to 
England in that direction. Ameri- 
can hardware has run up as high as 
£180,000 per annum, and that only 
applies to miscellaneous hardware. 
not including paints and varnishes. 
iron and steel, artificers’ tools, fenc- 
ing wire, agricultural machinery, 
dairying machinery, electrical ma- 
chinery. Artificers’ tools have run 
up as high as £100,000 per annum. 
and paints and varnishes almost as 
much. American motor cars and 
trucks have run up as high as 
£1,800,000 per annum, so you see we 
have something in common. 

New Zealand has about 30,000,000 
sheep, America has about 50,000,000. 
Present population, one million, 
consisting of 70,000 Maoris and the 
rest English and Scotch, the English 
being iargely in the majority. 
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The City of Wellington is in Cook 
Strait, which separates North and 
South Islands. Aukland is on North 
Island on the East Coast. Christ- 
church is on the Eastern coast of 
South Island. All of us, in recent 
years, have heard a good deal about 
Dunedin, because it was the last fit- 
ting-out place for Byrd’s expeditions 
to the South Pole. Dunedin is on 
the Eastern coast of South Island. 
All of this section was settled by the 
Scotch, and the mountainous South 
Island is very reminiscent of the 
mountainous little country of Scot- 
land. Glancing over the map one 
is impressed with all the Scotch 
names. For instance, the town of 
Invercargill, the Dunstan mountains, 
the river Clyde, the towns of Gore 
and Lawrence. Mixed in with these 
Scotch names are a lot of native 
Maori names, which I will not at- 
tempt to reproduce. 

Stewart Island is a small island 
just below South Island. 

The three islands are, no doubt, 
volcanic in origin. I note that the 
ocean just off the coast all around 
the islands is 1000 ft. deep, and a 
little further out is 5000 ft. deep. 
Some of the deepest spots in the 
ocean bed are just off the coast of 
New Zealand. Therefore, these 
islands are simply the tops uf :moun- 
tains surrounded by ocean valleys. 
So, when Mr. Paterson called, I was 
fairly well posted on New Zealand. 

He was a tall man of ruddy com- 
plexion, very straight and rather 
athletic in appearance. He spoke 
English something like the Boston- 
ians, without the exaggerated En- 
glish accent that gave the telephone 
companies so much trouble in Lon- 
don when telephones were first in- 


stalled. He used very few of the 
pet English expressions. He didn’t 
say “cheerio” once, nor “really?” 


with a rising inflection. Nor did he 
have the rather characteristic twangy 
accent of the Australians. He had 
a soft voice, a quiet laugh and a 
keen sense of humor. If I could re- 
produce some of his stories, thev 
would very much enliven this ar- 
ticle. 

But instead of wandering around 
in this manner, I must get down to 
business and inform you how Mr. 
Paterson makes a living. The larger 
part of the company’s business. 


strange to say, is in Australia, but 
their headquarters are in Welling- 
ton, just because they happened to 
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start there years ago. They have 
branches in Sydney, New South 
Wales, Brisbane in Queensland, Ad- 
elaide in Southern Australia, and 
Perth in Western Australia. They 
are just opening a new branch in 
Melbourne. 

This firm are not manufacturers’ 
agents. They deal in English and 
American hardware specialties. But 
they buy their goods outright and 
carry complete stocks in all of their 
warehouses. They travel a number 
of salesmen throughout New Zea- 
land, and also in Australia. Practi- 
cally all of their business is with 
retail dealers. 

Mr. Paterson stopped in New York 
on his way around the world. He 
has been spending some time in 
New York and other eastern cities, 
making arrangements for American 
accounts. He will be very glad to 
have American manufacturers who 
desire to do business in Australia 
and New Zealand send him samples, 
price lists and information in regard 
to their goods. Kindly send all such 
mail addressed to Gibsons and Pater- 
son, Ltd., Wellington, New Zealand. 
Incidentally, don’t expect a reply 
within a week or two, because, as I 
have explained, New Zealand is al- 
most on the other side of the world. 

When one thinks of Australia, one 
has the impression of a very dry 
and desert country, surrounded by 
a fringe of cities along the coast. 
New Zealand is entirely different. 
It is a mountainous and_ heavily 
wooded country. Practically all 
over New Zealand, in the valleys, 
are prosperous farms. These farms, 
through a regular system of brok- 
ers, ship their goods to all parts of 
the world. 

New Zealand is in the happy posi- 
tion of exporting practically all of 
her products. Local consumption is 
just a small part of the business. 
Such an export business, of course, 
means a large cash balance, which 
is the basis of New Zealand’s un- 
usual prosperity. 

Australia got into the depression 
about a year before New Zealand, 
but Mr. Paterson states “we then got 
our show.” New Zealand has had 
about three years of it. Australia is 
pulling out of it more quickly. 

New Zealand has a very delightful 
climate. The thermometer, summer 
and winter, only varies from 45 to 
80 deg., with a mean temperature 
of 56. There are comparatively few 





multimillionaires there, and, on the 
other hand, poverty and bread lines 
are practically unknown. Taxation 
is rather heavy, being about 20 per 
cent of the average income. Taxes, 
however, are distributed to every- 
body in the country. The poor pay 
their share as well as the rich. There 
is not the spirit in New Zealand that 
there is in America, to “soak the 
rich” with taxation. They feel it a 
patriotic duty to do their part in 
supporting the government. Tax 
evasions are practically unknown. 

New Zealand has the lowest death 
rate in the world. Next to the 
United States, more automobiles are 
owned per capita than in any other 
country. It is a sportsman’s para- 
dise. Game is so plentiful that hunt- 
ing restrictions are few. Game birds 
such as quail and pheasant, that are 
usually found in temperate zones, 
are thick in New Zealand. In sea- 
son, ducks are very numerous. In 
some places deer are so thick in the 
woods that it is nothing, when ven- 
ison is needed for the family larder, 
to step out and in an hour or two 
return with a deer. Then, too, the 
sea around these islands is full of 
all kinds of fish. It was just off the 
coast of New Zealand that Zane Grey 
caught his tuna that, until recently, 
held the record for size and weight. 
The mountain streams of New Zeal- 
and are full of trout. 

I asked Mr. Paterson about labor, 
and said it must be very hard in a 
country like that to get anybody to 
work and to keep them working. His 
answer was that they had practically 
no labor troubles, but they, of course, 
did take life rather easily. It is not 
their custom to drive things as hard 
as we do here in the United States. 
For instance, he said: “The hours of 
the laboring men are all regulated. 
just as they are supposed to be here 
in this country under the code. 
Whenever there is good reason to 
work labor overtime, all that is nec- 
essary is to go to the right authority, 
get his consent after telling him the 
extra time required, and then pay 
your labor for the extra time they 
work.” He said this plan seems to 
work very well, and naturally, as it 
is necessary to pay overtime, em- 
ployers are not anxious to work be- 
yond regular hours. As a result, the 
work is well distributed among the 
working people. 
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Are Retail Salespeople 


Asleep in a Ditch? 






SALESMAN. 


Mrs. Mosteller shopped ten retail hardware 
stores to determine their selling efficiency. 
Check your store with her findings here. 


As given in an address to the Southeastern 
Retail Hardware and Implement Aassn.. 
Atlanta, Ga., July 11, 1934. 


Store No. | 
VISITED my first store on 
Monday morning about 11 


o’clock. The arrangement of it 
was neat and orderly, but poorly 
lighted. Upon entering I noticed 
two small groups of salesmen busily 
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engaged in conversation. However, 
one of them immediately approached 
me with a very courteous smile and 
a slight bow. 

“I wish a Chore Boy, please.” 

Well, the expression that came 
over his face was really amusing. 
He simply did not know what a 


“Chore Boy” was; so | assisted him 
by saying: “Oh, you know, I’m sure. 
It is for cleaning kitchen utensils 
(and is similar to | Oa 

He replied, “I don’t think we have 
any.” And after glancing over the 
counter, he called to a gentleman in 
the rear of the store, who was evi- 
dently the manager, and inquired of 
him as to whether or not they car- 
ried “chore boys,” explaining at the 
same time that “they are used for 
cleaning pots and pans.” The man- 
ager came forward, without acknowl- 
edging me whatever, and the sales- 
man began a search through the 
shelves. After an unsuccessful at- 
tempt to convince themselves if or 
not they had them in stock, the sales- 
man informed me that they did not, 
but assured me that I could get such 
an item at the Ten-Cent Store. 

At this point he suggested that 
he had (something else that 
could be used for the same purpose) 
if I could use that. In other words, 
he left the impression, “Why in the 
world did you come to a hardware 
store for dime-store merchandise?” 
I agreed to take a small package of 
, which he wrapped, and in 
handing me the package added. 
“Sumthin’ else?” Those words 
“something else” at the completion 
of a sale means only this, “Here’s 
the package; give me your money.” 
In most cases it simply certifies a 
negative answer from the customer. 
Without another word I left this 
store with 90 cents of the dollar 
bill which I had to spend. 


Store No. 2 


I visited this store about noon on 
Monday. The windows were ar- 
ranged with the usual hardware 
items, but the most conspicuous 
space was filled with seasonable 
garden items: such as onion sets 
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and flower seeds. There seemed to 
be but one salesman, and he was 
arranging stock near the middle of 
the store. He acknowledged me 
upon the click of the door by say- 
ing “Yes, mam.” I again asked for 
a “Chore Boy,” to which he replied, 
“I’m sorry, I don’t have one.” He 
immediately turned to a shelf and 
reached for a package of 
when I informed him I would be 
unable to use it. 

I then asked for a small package 
of jade green paint. He explained 
to me that he only had a 10-cent 
size in (a certain brand 
of) paint and their color card in- 
dicated that the light green in this 
particular brand was the same as 
jade green in other paints. I ac- 
cepted this explanation and_pur- 
chased a can. Here was a re- 
enactment of the closing scene in 
Store No. 1. He wrapped the 
package and in handing it to me 
asked, “Somethin” else?” Again ] 
left the store with 90 cents of the 
$1.00 T had gone in there to spend. 


Store No. 3 


| entered this store about two 
o'clock. The merchandise was neatly 
displayed and bore cards giving the 
prices. As I approached a certain 
counter, the salesman was just com- 
pleting a sale. However, he’ very 
politely greeted me, saying “I will 
be with you in a few minutes.” While 
waiting for him, I inspected the items 
displayed on this counter. Very 
soon, he turned to me and asked: 
“What is it for you, please?” I had 
already selected a flower weeder, 
which I handed to him. In the mean- 
time, two other customers entered 
the store and while the salesman did 
seem a little impatient, he did say: 
“Now, isn’t there something else?” 
To this I replied, “Yes, some flower 
seeds.” I was directed to a rack con- 
taining flower seeds and left alone to 
make my selection while the sales- 
man served the other customers. 
After searching through the different 
varieties, I finally found the particu- 
lar seeds I was looking for. I car- 
ried these over to the counter where 
the weeder had been laid; whereupon 
the salesman wrapped the two items 
together and handing the bundle to 
me, said: “Fifteen cents, please.” I 
gave the correct change and without 
the exchange of another word, I 
passed out of the store with the dol- 
lar i might have spent there. 
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Is there not some way a salesman 
can serve more than one customer ef- 
fectively and profitably? If I had 
only received ordinary encourage- 
ment, I would have spent $1.00 in- 
stead of 15 cents. 


Store No. 4 


This store was visited about 2.30 
p.m. The windows were clean and 
the most attractive of any I had in- 
spected on my tour. Everything 
necessary for gardening was neatly 
arranged in the window. The in- 
terior of the store was equally invit- 
ing. Just as I entered the door a 
very neatly attired gentleman ap- 
proached from a doorway in the rear 
of the building, and came forward 
to meet me. There were two other 
gentlemen on the floor, but each was 
busy. My eyes immediately fell upon 
a table containing kitchenware, and 
by the time he reached me I had made 
my selection. He greeted me with. 
“Yes’m?” I asked for a spatula. He 
immediately reached across the table 
and picked one up. I continued ex- 
amining the various items, appear- 
ing as interested as possible in the 
display. No effort had been made to 
wrap the package, so I selected 
another small item. He then asked, 
“How about a nice paring knife?” I 
agreed that I needed one and selected 
one, but as he made no effort to sell 
more, I handed him my brand-new 
dollar bill, which I had held in full 
view since making my first selection, 
in order that he might see that | 
really had more than a dime to 
spend. 

Store No. 5 


| reached store number 5 about 
three o’cleck. Two salesmen were 
standing together talking. I stood 
for a second or two, as the store was 
strange to me, then one of the men 
approached me with, “May I help 
you?” I inquired whether they car- 
ried paint. “Yes,” was the reply, 
“just over to the right.” Instead of 
leading the way, he directed me as 
if there would be someone there to 
serve me; but this was not the case 
at all. He wanted to pass by the 
other salesman, evidently to complete 
the unfinished conversation they were 
engaged in as I entered the store. 
However, by hurrying, he reached the 
paint counter as I did. He asked, 
“Now, is it paint or enamel you 
want?” I informed him that I 
wished a very small can of enamel. 


After selecting the color and asking 
the price, I explained that the price 
was more than I cared to pay. But 
upon this statement, the salesman be- 
gan telling the fine qualities of this 
particular enamel, comparing it with 
the cheaper ten-cent store grade of 
paint or enamel. His statements 
were convincing and I bought the 
paint. “Now, you will need a brush; 
or do you have one?” he suggested. 
I replied that I did not have a brush 
and selected the size I desired. The 
salesman turned to a table and picked 
up a can of floor wax. “I would like 
to sell you a can of floor wax. We 
have a special price on it today, and 
it is a wonderful value.” If I had 
purchased the floor wax, this sales- 
man would have had my dollar. 


Store No. 6 


My shopping tour carried me into 
this store about 1] a. m. The dis- 
play windows were unusually clean 
and attractive. The arrangement of 
the merchandise inside the store was 
also very good. The first floor was 
large, although there seemed to be 
only one salesrhan, and he was busy 
with another customer. When he had 
finished with this customer, he ap- 
proached me with a forced smile. He 
looked as though he felt terrible. 1 
asked for a measuring cup. We were 
standing near the counter containing 
such items, but upon looking for one, 
and unable to locate one, he replied, 
“I am sure we have them. Just a 
minute, and I will get one.” Very 
shortly he returned carrying a num- 
ber in his hands and replenished 
the counter. He asked if there was 
not soniething else for me. I then 
selected several spoons and handed 
them to him along with the measur- 
ing cup. I gave him the money and 
he wrapped the package and handed 
it to me without even a “thank you.” 

On my way out of the store, I no- 

ticed a display of Sporting Goods on 
either side of the door. I called to 
«him asking the price on a good ten- 
nis racket. He quoted the price in 
a tone of voice wholly void of the 
least interest. So, with a feeling that 
I should apologize to this salesman 
for having disturbed the even tenor 
of his way, I left the store. 


Store No. 7 


I reached this store about 11.15 
a.m. The windows were reasonably 
clean. I was greeted by the most 

(Continued on page 102) 
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Mail order houses use public in- 


formation that is also available 
to you—paid for by the public— 
They must apply their data 
nationally—You can do so locally. 


CHARLES M. WILSON 


tells you how in his latest article 
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Is the Enemy Using 


HE other day an official of one 

of the mail order houses told 

me that farm and village trade 

decides the success or failure of his 
business. 

He spoke of the primary advan- 
tages of the independent retail mer- 
chant over the mail order house, 
pointing out that the retailer is more 
sure of being able to restock on an 
item or line as needed. That the 
local dealer can be better informed 
on actual conditions and particular 
needs in his own trade area. 

Furthermore, the local merchant 
has the great advantage of personal 
salesmanship, acquaintance with his 
trade, direct contact with buyers. He 
has the advantages of display, of 
visual selling, of touchables which 
the prospect can weigh, measure, 
view with his own eyes, touch with 
his own hands. He holds a particu- 


42 


lar advantage in hurry calls, in parts 
and replacement lines, 

The mail order man confessed that 
when he reflects on the advantages 
of store merchandising over mail- 
order merchandising, he very often 
wonders just how or why mail order 
businesses live at all. With that 
frank reflection, he began reshuffling 
some of the pros and cons of the 
mail order house vs. the retail store. 
To me the shuffling took the form of 
a series of tips upon how the hard- 
ware merchant can work to overcome 
mail order advantages, how he can 
profit from the experiences and rec- 
ords of the Big Bertha catalogues. 

It’s true that the mail order house 
has some important advantages in 
buying. But quantity buying isn’t 
necessarily a magic phrase that fills 
strong-boxes with greenbacks and 
turns red ink to black. 





No one establishment is big enough 
to dictate the price of an important 
commodity over an indefinite period 
of time. Supply and demand still 
do that. A mail order house can buy 
the best goods in sight at the best 
price. So can the hardware dealer. 
Either can stock heavily on certain 
items in anticipation of rising price 
or demand. But the number of such 
items is limited by capital and over- 
head. 


Hardware Store Has 
Largest Range 


Mail order merchandise holds the 
advantage in total number of items. 
Few retail stores can stock 150,000 
items. Yet the average hardware 
store carries 9000 items, which is a 
bigger hardware range than the big- 
gest of mail order houses accommo- 
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Your Information? 


date. While mail order houses are 
increasing hardware volume, most of 
them are decreasing their range of 
hardware items. 

From a national angle, mail order 
houses take advantage of sales re- 
search. Mail order merchandising 
is backed by some of the finest sales 
research known to business. But the 
real backbone of this research is the 
Federal Census, reports of the Bu- 
reau of Crop Estimates and Agricul- 
tural Economics of the U. S. Depart- 
ment of Agriculture; trade clear- 
ance, merchandising, and the many 
publications of the U. S. Department 
of Commerce. All this material is 
public property, paid for by the pub- 
lic, available to public use. 

Moreover, the best research is the 
most specific. A well-established. 
wide-awake hardware merchant can 
know more about the business life 
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of his town and the countryside about 
it than the smartest of research or- 
ganization can ever learn about a 
whole nation or a large section there- 
of. Moreover, hardware lines are 
the world’s best gage to real condi- 
tions in retail business. They are a 
more accurate and discerning barom- 
eter to retail conditions than steel 
and iron loadings are to industrial 
conditions. But an industrial expert 
will buy a newspaper and all but 
dislocate his shoulders in turning to 
the steel and iron reports. 


The Hardware Dealers’ 
Opportunity 


The hardware dealer can keep 
apace, even ahead of mail order re- 
search, by studying his own situa- 
tion, by keeping posted on retail vol- 
ume and bank clearances of his town, 


by keeping consistently informed on 
local crop conditions, yields and 
prices and farm morale, by payrolls 
and activities of local industries, by 
activities of commercial and profes- 
sional associates. 

When my mail order friend spoke 
of “possible efficiency and system in 
storage and distribution” he bore 
down hard on the word possible. 
This mail order advantage is more 
a possibility than a reality. 

From a standpoint of rent costs 
per dollar volume, few retail stores 
can compete with the big mail order 
houses. But as a rule mail order 
headquarters are located in city stor- 
age space which is neither rent-free 
nor tax-free. 

As for efficiency in distribution, it 
stands to reason that an experienced 
retail salesman or proprietor will 
make fewer mistakes in handing out 
merchandise than will little Willie 
Jones, 97th assistant shipping clerk 
at the E terminal of such-and-such 
mail order house, Willie being paid 
a very small salary and newly trans- 
ferred to hardware from the rubber 
goods department. 

The much-touted mail order 
money-back guarantee clause is ob- 
viously a lift from high-grade retail 
tactics. A good merchant knows that 
a good customer is a satisfied cus- 
tomer. He knows his merchandise 
and stands behind it. The mail or- 
der house is forced to guarantee in 
order to meet store competition, to 
combat the great retail advantage of 
tangible exhibition of goods, and to 
combat errors in filling orders. You 
can bet your new hat that this guar- 
antee means heavy overhead. Mail 
order “returns”* are apt to average 
two to five times retail returns. Fur- 
thermore, the guarantee puts the mail 
order house very much at the mercy 
of the moocher and the curiosity- 
seeker. 

About one-half of the American 
public lives outside of handy passing 
distance of the hardware _ store. 
About 32,000,000 Americans. or one- 
fourth of our public, live on farms. 
About 35,000,000 live in some 21,- 
000 towns and villages of 2500 or 
under. Some 13,000 of these towns 
and villages lack hardware stores or 
adequate hardware stocks. 

(Continued on next page) 
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Therefore, in the liberal sense of 
the word, about half of the American 
trade public is rural. It is in this 
rural half of the United States that 
mail order business really flourishes, 
for it is here that the biggest mail 
order houses clear from 80 to 94 
per cent of their volume. Big town 
and city trade is not mail order trade. 
That’s why firms like Montgomery 
Ward and Sears operate hundreds 
of city retail stores. Mail houses 
know that if their whole trade de- 
pended upon well-served retail areas, 
they would have to fold tents and 
fade away. 

Therefore the mail order house 

must stretch boundaries to farms and 
villages. Therefore the job of re- 
cruiting rural trade and of equaliz- 
ing the flow of that trade is the great- 
est challenge in the mail order busi- 
ness today. It is likewise one of the 
very great challenges that faces the 
retail hardware dealer. 
’ Rural trade is still good trade. 
Drought or no drought, farm buying 
power continues to climb at the rate 
of a billion dollars a year. Farms 
and villages, which are clearing cen- 
ters for farms, are making more 
money and spending more. Like the 
mail order house, the hardware deal- 
er has much to gain by stretching his 
trade area to include this business. 
The opportunity waits on every side, 
opportunity for spreading the great 
sphere of hardware service. 


Two Challenges 


But from any merchandising 
standpoint it’s hard to extend trade 
boundaries without a practical dis- 
tribution of volume. From a mail 
order angle the two challenges have 
become one and the same; from a 
retail dealer’s angle they are very 
near to that. 

Rural trade continues to suffer a 
very serious ailment that we might 
call humpitis. Farmers are still in- 
clined to do most of their buying 
shortly after taking in money from 
crop harvests, rather than dip into 
past savings or future credits. 

This means that in various great 
farming sections, particularly in 
wheat, cotton and fruit belts, be- 
tween 50 and 70 per cent of rural 
hardware buying is inclined to con- 
centrate within 10 to 12 weeks of the 
year, which raises serious problems 
in stocking, credits, personnel and 
overhead, problems which, if left 


w 





without remedy, cripple most dealers 
and would certainly blot out a na- 
tional mail order house in no time 
at all. 

Humps mean losses, whether the 
victim thereof be a retailer or a mail 
order house. They break sales 
rhythm and shear profits all along 
the line—to the jobber, manufac- 
turer and employee. Therefore the 
big mail order houses are adopting 
a rather biblical-sounding motto 
which says: 

“Let no month’s volume fall more 
than 10 per cent below the yearly 
average line.” 


Adapt Merchandise 


Leading mail order houses are 
striving to adapt merchandise to im- 
mediate economic conditions, which 
is an interesting technique carefully 
gaged by crop reports in a given area 
and against a background of the na- 
tional crop situation. This passage 
from the foreword of the new Sears, 
Roebuck “yearbook” expresses the 
sentiments of R. E. Wood, president: 

“As this is being written, drought 
conditions in large crop-producing 
areas are most serious. The income 
of our customers in these regions are 
thus adversely affected. To do our 
part in relieving this condition, we 
have priced articles of real need— 
underwear, hosiery, shoes, utility 
apparel, textiles—close to the actual 
cost of production. This is Sears’ 
way of doing business.” 

On the page following Mr. Wood’s 
foreword we find specific listings of 
some 150 items to show that fall 
prices thereof are actually less than 
last spring’s prices. This introduces 
the buy-now-and-save angle. Also 
the outspoken proposal to stop rises 
in many items because of the bad 
drought is a powerful play for good 
will of farmers, and therefore is very 
probably profitable business. 

But in the matter of fitting mer- 
chandise to time and amount of farm 
income the local hardware dealer 
has advantages over the mail house. 
He can know his own farm trade 
conditions more intimately and play 
accordingly. 

When prices of important crops 
climb, chances for selling farm hard- 
ware also climb. For example, cot- 
ton is climbing from 4 to 14 cents a 
pound, and the buying power of cot- 
ton farmers is increasing at very 
near the same rate. So, likewise, are 











farm hardware sales of many ag- 
gressive Southern dealers. 

Cotton is up, and the fact that the 
Government is lending on it at 12 
cents means that it will stay up. The 
mail order houses are directing 
plenty of sales ammunition at the 
rural South. But the hardware deal- 
ers can fight them back with their 
own fire.¢ 

We all know, too, that wheat is 
heading toward $1.50 a bushel, and 
that while the 1934 crop is at least 
100 million bushels short, current 
prices plus AAA wheat bounties 
mean that wheat farmers are buying 
more hardware, because at last they 
can buy it. Farm machinery needs 
replacing. Homesteads need hard- 
ware and tools and repair goods. 
Households are better in the market 
for replacement and improvement 
materials. Mail order houses are 
working hard for wheat farmer 
trade—but no harder and not as in- 
formedly as progressive hardware 
dealers in wheat sections. 

In answering the demand for 
steady trade-flow the mail order 
houses are very busily playing up 
special seasonal needs with special 
catalogues and folders. 

Their big fall catalogues play to 
the proven weight of buying. But 
their spring catalogues are, very 
plainly, skillfully planned efforts at 
hump-breaking. 


Off-Peak Possibilities 


Let’s look at one. Notice how it 
stresses group and related selling of 
seasonal outfit goods. Notice how it 
plays up lines and items with out- 
standing possibilities for off-peak 
sales. There are outing and camp- 
ing goods, game and recreation sup- 
plies, home painting and renovating 
material, awnings and tents, canoes 
and boat supplies. 

Then notice the space and stocks 
given over to home canning—tin 
cans, sealers, glass jars, pressure 
cookers, canning supplies. Canning 
supplies belong to the light-buying 
season. Their sales copy features 
economy and savings. Price levels 
on canned goods are going up. With 
the right equipment the housewife or 
farm wife can both save on the 
grocery bill and better the quality of 
her larder by canning the products 
of home gardens and orchards. 

That’s a powerful line. During 

(Continued on page 78) 
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These illustrations show the transformation possible through FHA Loans. The same house before and after remodeling. 


FHA Loans Aggregate Three Million Dollars 
To 6,049 Borrowers Through 1,000 Banks 


Among 46 States loans average $452. Loans for roofing 
repairs and new gutter spouts, leaders, etc., most popular. 
Hot-water systems, plumbing improvements, weather-strip- 
ping and kitchen improvements are also prominent in study 
of reasons for loans. Better Housing Committees established 
in all parts of the country are stressing importance of good 
hardware and other building supplies sold by trade. 


By L. W. MOFFETT 
Washington Representative of 
HARDWARE AGE 


NE thousand of the 7301 banks 
QO and other financial institu- 

tions working with the Fed- 
eral Housing Administration in its 
nation-wide home rehabilitation plan 
report loans totaling 6049, for an ag- 
gregate amount of $2,737,000, as of 
the week ended Sept. 22. This, 
FHA officials say, in view of the fact 
that there has been some confusion 
in the public mind as to the purpose 
of this organization, is a highly 
creditable showing. 

The modernization credit plan is 
very simple. The government makes 
no loans itself. All such loans are 
made by private lending institutions 
from their own funds. The govern- 
ment simply insures such lending in- 
stitutions—that is, commercial banks, 
savings banks, industrial banks, 
building and loan associations and 
finance companies—which it ap- 
proves, against losses which may be 
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incurred by them by reason of hav- 
ing loaned money to property owners 
for the purpose of improving their 
property. Under the plan any prop- 
erty owner, with a good character and 
reputation, can go to a local finan- 
cial institution in his community, or 
to a contractor or building supply 
dealer who has previously made ar- 
rangements with an approved finan- 
cial institution, and arrange for a 
loan of from $100 to $2,000 to be 
used by him to repair, alter, recon- 
dition or improve his property. 

It makes no difference whether his 
property is a single house, an apart- 
ment house, an office building, a fac- 
tory, a warehouse, a farm building- 
in fact, the owner of any type of im- 
proved real property is eligible for 
such loans. The loans must be re- 
paid in regular monthly payments 
which the property owner comfort- 
ably can meet out of his regular 
income. And the charge made for 
such loans is lower than has ever 
been available heretofore. 

Banks and other lending agencies 


are not required to make an account- 
ing of their activities within 30 days. 
but some idea of the drift of the pub- 
lic mind as regards this better-hous- 
ing business may be obtained from 
the fact that 500 loans were made by 
reporting banks on Sept. 22, while 
on Sept. 24, 700 loans were made 
by the same institution. 

Forty-six States were represented 
in the reports of lending institutions 
accountable to the Federal Housing 
Administration. The average loan 
advanced amounted to $452. And it 
must be remembered that the Federal 
Housing Administration is in its in- 
fancy, its program only begun with 
the present modernization effort 
three months ago. 

That this movement is developing 
into a matter of high importance to 
the hardware dealer and the iron and 
steel trade is made manifest by com- 
munications HARDWARE AGE and the 
FHA are receiving from manufac- 
turers, jobbers and dealers, all re- 
porting improvement in trade. 

Of possibly more interest to read- 
ers of HarpwarE AGE is the matter 
of how these early borrowings are to 
be spent. 

The lenders so far reporting say 
that much of the money was bor- 
rowed so that roofs might be re- 
paired against the coming of winter. 
This, of course, includes the replace- 
ment of leaky, rusted gutters and 

(Continued on page 68) 
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W. H. Westall & Co., Asheville, N. C., hardware store found this window display of paint productive of extra sales and much 


word-of-mouth advertising. 


A Window to Promote Paint Sales 


N effective method of promoting 
A paint sales was used by Henry 
Crowell, of the W. H. Westall 
& Co., Asheville, N. C., hardware 
store. This type of window display 
is a sure way to stop passersby and 
to gain word-of-mouth advertising. 
Here is a description of the way 
in which the display was constructed, 
using merchandise of the hardware 
store: To the fireless cooker “boiler” 
is attached a cannery “cab” with a 
dust pan “roof.” The milk crate 
“tender” is filled with coal and the 
paint box “car” is emerging from a 
tunnel on tracks made of garage 
door trolleys. 


The “pilot” for the engine is a 
grate, while the pilot wheels are 
paint buckets with only the tops vis- 
ible. Drive wheels are enamel ware, 
drive shafts and piston a casement 
window adjuster. The cylinder or 
steam box is a half-gallon liquid 
measure container and the headlight 
an emptied valve grinding compound 
can. The smoke stack is achieved by 
the use of a quart measure container 
while a dinner bell surmounts the 
boiler just to the rear. Containers 
provide the simulated whistle and 
sand box. A cardboard figure of the 
engineer will serve to complete that 
part of the display. ‘ 


The signal tower is a simple thing 
to build—four paint buckets sur- 
mounted by a lantern. A keyhole 
saw makes a good semaphore or sig- 
nal arm. The tunnel is formed 
realistically by the use of a fireplace 
molding, and the mountainsides are 
made of buckets of paint and rolls of 
sheathing. 

Samples of kalsomine, price tick- 
eted, are placed in the foreground. 

This display was particularly ap- 
propriate in Asheville because of its 
location, nestled in the mountains 
and the fact that it is a railway cen- 
ter. 








A Color Harmony Chart to Aid Paint Sales People 


Where three colors are used to obtain a contrast, a more pleasing effect will result if two 
of these are blends and the third a contrast than if three contrasting colors are com- 
bined. In these harmonies the best effects are obtained if one color predominates, the 
second color is less prominent and the third color is subordinate to the other two. A 
chart which makes the selection of the proper color harmonies, and which assists the 
paint or color salesman to be of real service to his customer appears on page 37 of 
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Have You Heard of the P. P. S.? 


Hellman Hardware, Los Angeles, Use Painting Prospect Sur- 


AINT sales of the Hellman 
Pritsrinar Co., Los Angeles, 

have been consistently ad- 
vanced during the past four years 
despite the comparatively light fig- 
ures that indicate the new construc- 
tion in that area. This result is due 
to the store’s paint promotion efforts, 
which begin right at the entrance to 
the sales room. Large signs outside, 
attractive windows and a_promi- 
nently located paint department are 
the background of the promotion. 

With this background, the com- 
pany conducts a prospect survey in 
which 10,000 home owners are inter- 
viewed by a crew of eight women. 
The city is divided into eight sec- 
tions, each being taken over by one 
of these women. The women do not 
attempt to sell anything, but merely 
call on the home and property own- 
ers of their, territory, and query them 
on their present and future painting 
needs. The path for the interview 
is smoothed by the fact that they 
present each person called upon with 
an attractive gift book, designed to 
stimulate both exterior and interior 
home decorating. The book is at- 
tractively illustrated with actual col- 
orings and _ contains suggested 
schemes and arrangements for beau- 
tifying? 

The crew aims to call primarily 
on home owners, but whenever a 
tenant is interviewed, he is asked to 
give the owner’s name and address. 
It has also been found that the tenant 
is sometimes a good prospect. He 
may have some furniture to paint, 
or may wish to doll up the old car. 
Also due to the very low rents, at 
which many places have been let re- 
cently he will frequently do some of 
the maintenance work at his own 
expense. 

The information furnished by this 
prospect survey is analyzed classified 
and checked, and the actual selling 
is then followed up by the store’s 
outside salesmen. Another valuable 
result of this survey, is that it sup- 
plies many additional names for the 
firm’s mailing lists. 
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vey to Increase Paint Sales 


This is important because the store 
does considerable direct mail adver- 
tising to promote the paint depart- 
ment. At the beginning of each 
spring and fall season, 20,000 circu- 
lars, devoted entirely to paints, are 
sent out. The firm also puts out a 
four-page general hardware circular 
six times a year. This goes to about 
12,500 customers, and one entire 
page of this medium features the 
paint department. 

Other sources of the lists for these 
mailings, besides the prospect sur- 


veys, consist of charge accounts, 
C.0.D.’s, deliveries, some cash cus- 
tomers and outside salesmen’s con- 
tacts. 

Today, office buildings, apartment 
houses, hotels and businesses, find 
that if they are to have tenants and 
customers, that they must keep their 
properties in good maintenance. For 
this reason Hellman’s employ out- 
side salesmen who consistently call 
on these institutions, and this is an- 
other good source of additional sales 
for the paint department. 





Name 


PAINTING PROSPECT 
SURVEY 





Address. 





Who Interviewed 





Frame [] 


To be Painted When 


Does House Need Painting? 


Brick F 


Yes F No) 


Stucco [] 





Occupied by Owner [] 


Details and Remarks 


{If occupied by tenant, owner’s name and address 
on reverse side} 


Interior Painting or Decorating Plans? 


Tenant [1] 




















Date________ Interviewed by 





82554 2 34 645 








This form was used by Hellman Hardware, of Los Angeles, in its 
recent paint prospect survey. 








Learn to Produce Fine Show 


Second in a series of articles on practical lettering 


HE term single stroke is not 
intended to convey the im- 


pression that any letter of the 
alphabet may be made with one 
single continuous stroke, but with 
the fewest strokes possible with a 
lettering brush constructed just for 
single-stroke show-card lettering, 
after the beginner has first mastered 
the formation of the Roman letters 
by the rule of outlining and fill- 
ing-in. 

If the reader will study the 
alphabet plate shown herewith, he 
will observe the method of outlin- 
ing, filling-in and single stroke. 
Beginning with the capital letter H. 


the arrows indicate the direction of 
the strokes and the numbers their 
sequence. Red sable brushes, Nos. 
4, 5, 6, are used for outlining or 
making letters in skeleton forma- 
tion. To prepare a brush for out- 
lining, first dip it in the show-card 
ink, then roll it between the 
thumb and first two fingers on a 
piece of cardboard, bringing the 
hairs to a point; this process of 
“shaping the brush” must be done 
each time after it is dipped in the 
ink. Little or no pressure on the 
brush is required in making the 
outlining strokes. First hold the 
brush as you would a pencil be- 


tween the thumb and first two fin- 
gers, way down on the handle, al- 
most touching the metal ferrule: this 
position permits better control of 
brush and prevents the hand from 
shaking. Starting at the top guide 
line, the point of the brush is not 
removed from the surface until 
within a fraction of the bottom guide 
line. Strokes Nos. 2, 3, 4 are made 
in like manner. Strokes Nos. 5, 6, 7, 
8, 9 and 10 are the cross or hori- 
zontal strokes; these are also made 
with the point of brush held in the 
same manner as before, only these 
strokes are from left to right in- 
stead of downward. The beginner 


Continuing the practice alphabet introduced in Hardware Age last issue 
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Cards 


should observe which are the heavy 
and which are the light strokes and 
in the correct order they should go. 
For example, the capital letter “M,” 
the first bar or stroke is thin, the 
second is thick, the third bar is thin 
and the fourth is thick, while in the 
letter “NN” the center is the heavy 
or thick bar. 

The filling-in process, as shown 
herewith, is done with a single- 
stroke brush, which, after being 
flattened out, makes a stroke the 
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The correct stroke for all vertical and 
circular lines. Right: The correct brush 
stroke for all horizontal lines 


width of the heavy bars; the point 
of the same brush turned sidewise 
may be used for filling in the thin 
bars. 

The beginner should first make 
a rough pencil “sketch” outline 
and then retrace over with brush. 

The reader’s attention is directed 
to the practice strokes illustrated at 
the bottom of alphabet plate. It is 
very important that all beginners 
should concentrate their practice 
on these before attempting to copy 
the letters, as these practice strokes 
embody all the basic strokes of the 
seven capital letters H, I, J, K, L. 
M, N. 

The beginner should not attempt 
to make too many fancy ornaments 
or scrolls until he becomes more 
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proficient at lettering. The knack 
of making graceful scrolls is much 
more difficult to acquire than let- 
tering. It is remarkable how a few 
fancy dots here and there on a card 
will embellish the plainest kind of 
lettering. The tints used for all 
shading or scroll work should be 
very light in color, the general rule 
being seven-eighths white to one- 
eighth body color. 


Harold Reed, of Swank’s, Johns- 

town, Pa., works in a room set 

apart by the management for the 

production of displays and high 

grade sign work. He keeps a file 

of idea sketches and other mate- 
, vial that helps him. 


To successfully master all the 
curved and circular strokes used in 
forming the round letters, such as 
B.C a¢c.4g fo 8% U. 
it will be necessary for the beginne: 
to have a correct structural forma 
tion firmly imprinted in the mind’s 
eye. Otherwise your preliminary 
practice on drafting formation or the 
movements necessary to successful 
lettering is misdirected. The best 
way to become familiar with the 
fundamental governing 
correct letter formation is to place 
a piece of thin white paper over 
these letters and trace them out with 
a pencil, brush or stub lettering pen. 

The writer has received many 


principles 
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letters fromm beginners who are de- 
sirous to learn how they may de- 
velop more speed in their work. 
Speed in lettering only comes with 
constant practice. It is much bet- 
ter to practice fifteen or twenty 
minutes every day than an hour 
once or twice a week. Daily ap- 
plication will do more to help one 
acquire speed than hours of spas- 
modic practice. 

Lettering as a profitable accom- 
plishment lies within the power of 
the average hardware salesman who 
wishes to take advantage of every 
opportunity offered to make himself 
more valuable and thereby increase 
his earning power. Show-card 
writing does not call for any high 
artistic talent, nor does one have to 
be endowed with any special gift 
to master the twenty-six letters of 
the alphabet. 

Descriptive show cards act as 
silent salesmen, and the judicious 
use of small neat price tickets makes 
a window display complete and 
does away with much unnecessary 
price quoting. 

Letters of the Roman alphabet 


are divided into three classes, 
namely: Round, Square and 
Angle. For instance, the letter 


“O” is the key letter to all circular 
letters. The capital letter “H” is 
the key letter to all square letters. 


The “W” is the key to all angle let- 
ters. 

If the reader will study the exer- 
cise strokes shown on third line of 
the alphabet plate he will observe 
the letters S, P, R and Q, formed 
within the circle. The capital let- 
ters O and S should extend about 
1% of an inch above and below the 
horizontal guide lines. 

In outlining the letter O, the first 
stroke is made with the point of 
number 6 or 8, red sable brush. 
Dip it in the ink and work it to a 
point on a piece of cardboard. Hold 
the brush between the thumb and 
first two fingers. All three fingers 
should be on the metal ferrule. 
Start at the top guide line, bringing 
stroke number one down in one 
sweep, removing the brush just be- 
fore touching the bottom guide line. 
Stroke No. 4 is made in the same 
manner, only in opposite direction. 

When the complete skeleton or 
outline of letter is formed the letter 
is then ready to be “filled-in.” 

The capital letter P is outlined in 
just four basic strokes. The small 
arrows show the points or “serifs” 


which finish-off the letter. When 


filling-in, it is best to start with a 
small brush until the hand becomes 
accustomed to guiding the brush. 
Some, in making their first attempt 
at show-card writing think they will 








not succeed because their hand 
shakes. Nearly everyone’s hand 
shakes in their first attempts. Do 
not hold brush too tightly and go 
at it boldly, making strokes as long 
as the arrows indicate on plate. 

The letter “S” will require a lit- 
tle more practice than some of the 
round letters. The opening in the 
top of the letter S is a trifle smaller 
than at the bottom. If the reader will 
turn the page upside down he will 
note the difference. This is done so 
the letter will be more gracefully 
balanced. The first stroke at top 
is made from left to right, the second 
stroke in the same manner. Stroke 
No. 4 should join at the beginning 
of stroke 2 and end after one con- 
tinuous sweep of the brush when 
within 14 of an inch of the bot- 
tom guide line. Strokes 5 and 6 
complete the basic strokes, and 3 
and 8 will then complete the skele- 
ton formation. 

A proper incline to work upon is 
essential so the beginner will get 
the correct angle, perspective and 
light. The writer suggests a board 
top be built, portable or station- 
ary; this should be about 25x30 in., 
or large enough to accommodate a 
“full sheet,” measuring 22x28 in. 
If space permits, a top 30x40 would 
be better. This should have an in- 

(Continued on page 74) 
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Temporary NRA Reorganization 
Suggests SimilarPermanentAgency 


in Future 


By L. W. MOFFETT 


Washington Representative of 
Hardware Age 


HE future of the National Re- 
covery Administration is not 
known. Its broad reorganiza- 
tion last week manifestly is only a 
temporary affair. Much depends on 
its performance before it is whipped 
into final and permanent form by 
Congress. President Roosevelt has 
said that he proposes to convert this 
“emergency” organization into a 
permanent body, with continued far- 
reaching control over business and 
industry. 

Undoubtedly there will be lively 
contests over its new policies. More- 
over, there is unquestionably a grow- 
ing section of business and industry 
which not only has lost enthusiasm 
over NRA but would like to see it 
abolished. But its permanence ap- 
pears to be a certainty. This seems 
to be so because the administration 
will insist upon it. And the admin- 
istration will continue to have strong 
control over the new Congress un- 
less the November elections develop 
an upset altogether unexpected at 
this time. Also organized labor, 
more firmly in the saddle than ever. 
proposes further capitalization of its 
power under Section 7-a of the Re- 
covery Act. The present need of a 
large section of business and indus- 
try likewise wants NRA made per- 
manent, though important groups 
are strongly urging that it be vastly 
changed to afford more self-govern- 
ment, less federal control and dim- 
inution of labor representation. 
Such a change does not appear to 
have the remotest chance of legisla- 
tive enactment. It is a certainty that 
if business and industry find that 
the newly reorganized NRA turns to 
policies that hamper them increas- 
ingly the large element favoring con- 
tinuance of NRA will be greatly re- 
duced. Consequently, it can be said 
that the test period for reaction from 
business and industry is at hand. 
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L. W. Moffett sees NRA or equivalent as permanent govern- 
ment institution concentrating perhaps on wages, hours and 
anti-child labor provisions. Doubts continued price protec- 
tion despite current approval from organized labor which 
may compromise its 30-hour week fight on 36-hour basis. 


Hardly anything is so disturbing 
to business and industry as uncer- 
tainty. Hence effectuation of the 
long-awaited reorganization of NRA 
at least removed this irritant to the 
extent of making known what its 
character would be. Virtually with- 
out a pilot, since General Johnson 
went on his vacation early in July, 
NRA had slowed down to a point 
where it was a question if it could 
function effectively much longer. 
Dissensions became more acute and 
though General Johnson months ago 
said it was no longer a one-man job 
and proposed a board to operate it, 
he broke sharply with others in the 
administration, particularly Donald 
R. Richberg, the new dominating 
force in NRA, outside the President. 
The stormy administrator in his re- 
cent New York broadcast also en- 
raged organized labor and irritated 
the President because of his drag- 
ging in the name of Associate Jus- 
tice Brandeis as an adviser. His 
resignation thus became a foregone 
conclusion. Hastening of reorgani- 
zation was likewise made inevitable. 
Policies that will be submitted for 
legislative action will be brought 
to light sooner than had been con- 
templated. 

It would be sheer speculation to 
say what these policies will be for it 
is evident the administration itself 
can determine them definitely only 
through developments. Broadly, 
however, it may be said that there 
is a distinct trend toward shortening 
hours of labor without change in 
wages, and a minimizing of price 
control and determination to retain 
collective bargaining in its present 
form or on even more favorable 
terms for labor. Majority represen- 
tation has become the established 
principle. 

Looking at the newly reorganized 
NRA there is seen widely divergent 
views on economic and social mat- 


ters. Presumably this variety of 
thought was purposely merged into 
the organization in order that the 
President might get a wide range of 
suggestions on issues which he is 
expected to determine as the new 
foundation for NRA. 

The first board, which was organ- 
ized “by phone” on the day it was 
established, is the National Indus- 
trial Recovery Board, headed by S. 
Clay Williams, former president of 
the Reynolds Tobacco Co., known as 
one of the conservative members. 
He was elected by the _ board 
members. 

Other members are: 

Arthur D. Whiteside, president, Dun & 
Bradstreet, Inc., and one-time divisional ad- 
ministrator of NRA, known as the other con- 
servative member. 


Sidney Hillman, well known socialist, and 
president of the Amalgamated Clothing Work- 





ers. 
Leon C. Marshall, former professor at Johns 
Hopkins University, and labor specialist. 
Walton H. Hamilton, professor of constitu- 


* tional law at Yale University. 


To act in an “advisory capacity” 
to the new NRA board and in other 
capacities, the President also ap- 
pointed the Industrial Emergency 
Committee, made up of the follow- 
ing members: 

Harold LL. Ickes, Secretary of the Interior. 

Frances Perkins, Secretary of Labor. 

Chester C. Davis, Agricultural Adjustment 
Administrator. 

Harry L. Hopkins, Federal Emergency Re- 
lief Administrator. 

Donald R. Richberg, general counsel of 
NRA, who was made director of the committee. 

The two boards constitute the “ex- 
ecutive” and “legislative” branches 
of NRA. The “judicial” branch re- 
mains to be set up. 

Colonel George A. Lynch, close 
friend of General Johnson, will re- 
main as executive officer of NRA, a 
position to which he was named by 
General Johnson. 

With Mr. Hillman, Mr. Marshall, 
Miss Perkins, Mr. Hopkins and Mr. 
Richberg in the prominent roles they 
have been given, it is clear that labor 
reaped bountifully in the reorganiza- 
tion of NRA. 

Mr. Richberg is rated now as 

(Continued on page 98) 
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These layouts, using Hard- 
ware Age _ interchangeable 
display fixtures, make your 
window trimming easy. 
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Your Fall Window Displays 
Are Suggested Here 
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son, these window suggestions 
are self-explanatory. The gun 
window has an added attraction in 
the flasher light in the gun barrel. 
The easy mapping chart will make 


PPROPRIATE for the fall sea- 








This is the set up of fixtures for the 
window at left. 
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Morehouse & Wells Co., Decatur, Iil. 


the drawing of the poster a simple 
matter and the notes thereon tell you 
how to attach the gun and arrange 
the electric flasher cord. This 
should produce a window that will 
take its full share of attention on any 
business street. 


, A_8 CD EFGH i! 





Another easy drawing chart is pro- 
vided for the snoring party to be 
used in the other window featuring 


saws. A touch ‘of humor helps to 





Here is your arrangement of fixtures 
for window at right. 
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get folks talking about your window 
displays. 

The photograph this issue comes 
from Decatur, IIl., where it took a 
first prize for excellence of window 
display for Morehouse & Wells. Its 
simplicity makes it worthy of the 
honors. 

If you have not yet written for 


J your copy of the HarpwareE AGE in- 


terchangeable display fixtures, in- 
struction sheet, which tell you how 
to build your own display fixtures do 





so today. They are also fully de- 
scribed in the Directory and refer- 
ence number of HARDWARE AGE, out 
September 27. In the same issue is 
a color harmony chart which will 
come in handy when you are decid- 
ing upon the color scheme that is to 
be used in your displays, either in 
the windows or in the store. With a 
set of these display fixtures and the 
regular suggestions that appear in 
each issue of HARDWARE AGE you can 
have the finest windows in your city. 
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Special No-Change Train to Atlantic City Convention 
Arranged by HARDWARE AGE via Pennsylvania 


Delegates and their families | 
attending the 1934 Atlantic City 
convention will not be bothered 
with the change at North Phila- 
delphia station. A modern, com- 
pletely equipped special through 
train has been arranged by 
HarRpWARE AGE, in cooperation 
with the Pennsylvania Railroad. 
Known as “Hardware Age Spe- 
cial,” this train will require no 
change for passengers leaving 
from Chicago or connecting at 
St. Louis, Indianapolis, Cincin- 
nati, Cleveland, Columbus, or | 
Pittsburgh. This train leaves | 
Chicago, Penn. Station on Sun- 
day, Oct. 21, 1934, at 2 P. M. 
and will arrive in Atlantic City, 
N. J., on Monday, Oct. 22, 1934, 
at 9.30 A. M., providing nearly a | 
full free day prior to the official 
opening of the convention on 
Monday night. 

Family parties may travel in 
separate Pullman cars set aside 
for those who wish to have an 
undisturbed journey to the con- 
vention, via the “Hardware Age 
Special.” This feature will be 
welcomed by those attending be- 
cause it will permit those who 
wish to fraternize with the vari- 
ous groups to do so without dis- 
turbing families. 

Special emphasis is placed 
upon the fact that no changes 
are necessary at North Philadel- 
phia. The train goes through to 
Atlantic City. 

Special low rate, round trip 
convention fares will be avail- 
able. The “Hardware Age Spe- 
cial” will be a thoroughly mod- 





PITTSBURGH DEALERS 
HOLD SALES SESSION 


The Pittsburgh Retail Hard- 
ware Dealers Association, met 
Sept. 28 at the Fort Pitt Hotel, 
for a “big sales meeting” as an- 
nounced by the organization and 
centered around FHA, fall gas 
heating campaign, fall sales of 
electrified hardware and the Bet- 
ter Light-Better Sight Cam- 
paign. Seventy-eight dealers and 
guests attended the meeting | 
which was presided over by | 
President Frank A. Hegner. 

J. H. Gleason, Deputy District 
Director, Federal Housing Ad- 
ministration, explained FHA and | 
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“Hardware Age Special” Leaves Chicago, Sunday, Oct. 21, at 
2 P. M. Arrives Atlantic City Monday about 9.30 A. M. without 
any changing. Connections from St. Louis, Cleveland, Cin- 
cinnati, Pittsburgh, etc., arranged. Low rate, round trip con- 


vention R. R. fare available. 


All travel agents and ticket 


offices can route you via “Hardware Age Special” on Penn- 


sylvania Railroad. 


ern train with the latest equip- | 
ment for the comfort and con- 
venience of passengers. There | 
will be ample dining car and 
lounge car facilities with special 
table d’hote and reasonable a la 
carte meals available. All travel 
agents or railroad ticket offices 


told of the opportunity it offered 
for sales of hardware and allied 
lines, outlining the purposes and 
operation of the act. S. D. For- 


| ward told of the fall gas heating 


campaign being conducted by the 
three Pittsburgh gas companies 
and of how the hardware dealer 


could tie in with the campaign. | 
The stove campaign was also dis- | 


cussed by A. A. Ostermaman. 
Electric fixture and lamp sales 
were discussed by Mr. Sullivan, 
Duquesne Light Co., who told 
how to secure business in these 
lines. He gave an analysis of 
the market and of sales possi- 
bilities. 

The 


“Better Light - Better 


can route you via the “Hardware | 


Age Special” to the Atlantic City 
Convention. A 
full details, low round trip rates, 
Pullman fares and schedules is 
available from the HARDWAGE 
Ace Editorial Dept., 239 West 
39th St., New York City. 





Sight” Campaign and its educa- 
tional and sales angles were 
given by Howard B. Conly, man- 


ager, appliance sales, Westing- 
house Electric & Mfg. Co. | 
W. Glenn Pearce, secretary, | 


| on association activities. 


NEW ENGLAND HDW. & 
| IRON HAS ANNUAL OUTING 


A golf tournament was the fea- 
| ture of the recent annual fall 
outing of the New England Iron 
& Hardware Association, held at 
the Sandy Burr Country Club, 
| Wayland, Mass. Chapin E. Harris 
| was chairman of the tournament. 





circular giving | 


PASHA, addressed the meeting | 


N. Y. ELECTRICAL ASSN. 
HOLDS BIG EXPOSITION 


With twenty per cent more ex- 
hibition space occupied this year 
the National Electrical & Radio 
Exposition, was held at Madison 
Square Garden, New York City, 
from Sept. 19 to 29. Spon- 
sored by the Electrical Associa- 
tion of New York the show open- 
ed with the annual luncheon at 
the Hotel Astor Sept. 19 with 
Frank W. Smith, president, New 
York Edison Co., and honorary 
chairman of the show presiding. 
H. M. Aylesworth, president, Na- 
tional Broadcasting Co., spoke 
of the accomplishments of the 
radio industry. Albert Dean, 
Deputy Housing Administrator, 
principal speaker at the luncheon 
spoke on the National Housing 
Act, and declared it would be a 
boon to the electrical industry. 
Thomas N. McCarter, president, 
Edison Electric Institute and 
John P. Kilpatrick, president, 
Madison Square Garden Corp., 
also addressed the meeting. 


There were more than 90 ex- 


| hibitors at the show, including 


the Federal Housing Adminis- 
tration, which attracted consid- 
erable attention. Air condition- 
ing equipment, all-wave radios 
and new electrical appliances 
were among the many features 
on display. Local utilities com- 
panies had exhibits tying in with 
the Better Light-Better Sight 
Campaign, as well as exhibits in- 
dicating the cost of operating 
various electrical appliances. 


*FRISCO KETTLE CLUB 
AGAIN VERY ACTIVE 


The San Francisco Pot & Ket- 
tle Club resumed its regular 
luncheon meetings in September 
and had several very interesting 
programs during the month. 
Bruno Kaufner, Hazel - Atlas 
Giass Co., chairman of one of 
the meetings, introduced Inspec- 
tor Charles A. Maher, head of 
the Check Detail, San Francisco 
Police Department, who told of 
the methods of those who prey 
on business through check forg- 
ing operations. 

At another meeting, with J. P. 
Maus as chairman of the day. 
Miss Beti Springer, Golden Gate 
Junior College, told of the ex- 
periences of girls working their 
way through college. 
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Executive Changes, Meet- 
ings, Current Events in 


the Hardware Trade 
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JOBBERS AND MANUFACTURERS WILL DI 


SCUSS NR 


AND CODES AT ATLANTIC CITY, OCT. 22-25 


Codes and NRA will again be | 


one of the main topics when the 
American Hardware Manufac- 
turers Association and The 
National Wholesale Hardware 
Association hold their joint an- 
nual convention at the Marl- 
borough-Blenheim Hotel, Atlantic 
City, N. J., October 22 to 25. 
George H. Houston, president, 
Baldwin Locomotive Works, and 
chairman of the Durable Goods 
Industry Committee will address 
the joint opening session Mon- 
day evening, Oct. 22, on the sub- 
ject “Economic Balance For 
National Recovery.” He will tell 
the objectives of the committee, 
the obstacles that have retarded 
accomplishment and outline the 
support required from manufac- 
turers and distributors. 

Tuesday morning the manu- 
facturers will hold an open ses- 
sion to be addressed by Clinton 
L. Bardo, president, National 
Association of Manufacturers, 
who will speak on “Essenitals of 
Recovery.” Frank R. Kent, The 
Baltimore Sun, Baltimore, Md., 
will talk on the “Washington 
Outlook.” An informal discus- 
sion from the floor will conclude 
that session. 


BUILDERS’ HARDWARE AND 
TOOL GROUPS 
That afternoon the Builders 


Hardware and Tool Groups of 
the manufacturers association, 
will hold their meetings. LeVern 


T. Ryder, Rockford, Ill, presi- 


dent, National Homeworkshop 
Guild, Inc., will talk to the tool 
group on the Homeworkshop 


Guild Idea, illustrating his talk 
with slides depicting the evolu- 
tion and aims of the guild. 
Wallace L. Pond, domestic sales 
manager, Nicholson File Co., 
Providence, R. I., will present a 
report of the Trade Practice 
Committee which will be fol- 
lowed by an informal discussion 
of the practicability of manufac- 
turers of non-competing lines co- 
operating in sales representation. 
The Builders Hardware Group 
will be addressed by a promi- 
nent speaker on “The Federal 
Modernization Program” which 
will give an authoritative report 
and comment on aims and prog- 
ress of the Federal building and 
modernization program. 
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| Dun & Bradstreet, and member 
| of the National Recovery Admin- 
| tration will address the Tuesday 
| business sesion of the whole- 
salers. 
saling or distributing trade and 
the supplemental code for the 
wholesale hardware trade will be 
discussed. The divisional code 
authority will present a report on 
its activities. 

WEDNESDAY JOINT SESSION 


There will be a joint session 
Wednesday morning. The newly 
organized Code Authority of the 
Wholesale Hardware Trade will 
be introduced, and C. J. Whip- 
ple, president, Hibbard, Spencer, 
Bartlett & Co., Chicago, IIL, 
wholesale hardware distributors, 
and_ president, The National 
Wholesale Hardware Association, 
will speak on “The Codes from 
the Standpoint of the Hardware 
Man.” Mr. Whipple’s address 
will be explanatory not only of 
the provisions of the distributing 
codes for the wholesale trade but 
will likewise embrace general 
reference to other codes affect- 
ing the industry. Invitations 
have been extended to a num- 
ber of manufacturers to speak 
briefly on specific codes, with 
particular reference to provi- 
sions affecting wholesalers. 

It has been arranged for manu- 
facturers to present pertinent 
questions in writing to Secretary 
Charles F. Rockwell in advance 
of the convention. The questions 
without the use of names will 
then be submitted to the Code 
Authority of the Wholesale 
Hardware Trade for considera- 
tion and reply at the Wednesday 
morning meeting. An important 
part of the joint session will be 
a discussion of the differential 
clause of the Wholesale Code 
and the provisions of the codes 
of various manufacturing groups. 


BAINBRIDGE COLBY TO SPEAK 
The Hon. Bainbridge Colby, 


New York, former Secretary of 
State, will conclude that session 
with an address on a topic to be 
announced later. 

Convention activities will be 
reviewed at the Tuesday morn- 
ing session of the Wholesalers 
when definite policies will be 





outlined and resolutions adopted. 


The code for the whole- | 


A. D. Whiteside, president, Officers and members of the ex- 


ecutive committee will be elected. 

A. P. Van Schaick, general 
manager of sales, American 
Chain Co., Bridgeport, Conn., 
and president, American Hard- 
ware Manufacturers Association, 
will give his address at the asso- 
ciation’s final meeting Thurs- 
day. Reports by other officers 
and committees will be pre- 
sented, and the session will con- 
clude with the election of officers 
for the new year. 

The National Association of 
Sheet Metal Distributors will 
meet Tuesday afternoon, Wed- 
nesday morning and Wednesday 
afternoon. The code authority 
for the Sheet Metal Distributing 
Trade will be present, and dis- 
tributors will have an opportu- 
nity to express opinions concern- 
ing activities of the Code Au- 
thority. Regional committees 
will be appointed to assist the 
divisional code authority in en- 
forcement of the code. Time will 
be set aside at the Wednesday 
afternoon of the Sheet 
Metal Distributors for the dis- 
cussion of the distribution of 
asphalt and asbestos shingles 
and prepared roofing. A. W. 
Howe, The J. M. & L. A. Osborn 
Co., Cleveland, Ohio, president, 
National Association of Sheet 
Metal Distributors, and vice-pres- 
ident of The National Whole- 
sale Hardware Association, will 
conduct meetings. 


session 


ACCESSORIES BRANCH 


Members of the Accessories 
Branch of the National Whole- 
sale Hardware Association will 
hold an informal exhibit in a 
large display room adjoining the 
regular meeting room in the 
Blenheim section of the hotel, 
without any charge for space. 

There will be an informal re- 
ception and dance in the Blen- 
heim ballroom, Monday evening, 
following the opening session. 
Tuesday afternoon, there will be 
a bridge tea for the ladies of the 
convention. That evening, there 
will be an entertainment in the 
music room, Wednesday after- 
noon, guest tickets will be issued 
to the ladies of the convention 
for boardwalk chair rides. Wed- 
nesday evening, there will be a 





formal reception and ball. 


granted re- 


Railroads have 
duced rates of one and one- 


third fare for the round trip, upon 
presentation to local agents of an 
identification convention certifi- 
cate. Reduced hotel rates dur- 
ing the convention are available 
from the Marlborough-Blenheim, 
convention headquarters. Spe- 
cial rates are also being offered 
by the Hotel Dennis, The Clar- 
idge and The Shelburne. 


HARDWARE AGE SPECIAL 
TRAIN 


Harpwake AGE, in cooperation 
with the Pennsylvania Railroad 
has arranged a special through 
train from Chicago to Atlantic 
City. Known as Harpware AGE 
Special, this train with the latest 
in modern facilities and equip- 
ment will connect with special 
cars from St. Louis, Columbus, 
Cincinnati, Cleveland and Pitts- 


burgh. This through special 
train. makes unnecessary any 


change at North Philadelphia. It 
leaves Chicago, Sunday, Oct. 21, 
at 2 p. m. arriving at Atlantic 
City, N. J., Monday, Oct. 22, at 


1l a. m. Circulars giving de- 
tailed train schedule, special 


round trip fares and Pullman 
rates available upon request from 
Harpware AcE Editorial Depart- 
ment, 239 W. 39th St., New York 


City. 
Reduced rate tickets will be 
on sale in Central and Trunk 


Line Passenger Association terri- 
tory, Oct. 18-24 inclusive. Tickets 
will be good for return within 30 
days in addition to date of pur- 
chase of going ticket. 
Identification certificates 
other data may be obtained from 
Charles F. Rockwell, secretary- 
treasurer, American Hardware 
Manufacturers Association, 342 
Madison Ave., New York City, 
or from George A. Fernley, sec- 
retary - treasurer, The National 
Wholesale Hardware Association, 


505 Arch St., Philadelphia, Pa. 


and 


SHERMAN HEADS UTICA 
BUSINESS MEN’S GROUP 

Sherrill Sherman, president, 
Roberts Hardware Co., Ine.. 
Utica, N. Y., was recently elected 
president of the revived Down- 
town Business Men’s Association. 
George E. Agen, of the Roberts 
company, secretary of the Mo- 
hawk Valley Hardware Associa- 
tion, is a member of a committee 
to make a survey of conditions in 
lower Genesee St. and to pre- 
pare rules and regulations. 











NORVELL TELLS 
BOOSTERS ABOUT 
E. C. SIMMONS 


The N. Y. Hardware Boosters | 
opened their fall season on Sat- | 
urday, Sept. 29, 1934, with 35 
present at the Hardware Club, 
253 Broadway, New York City. 
Saunders Norvell, Contributing 
Editor, Harpware AcE was the 
principal guest and_ speaker, 
whose informal chatty talk on 
the life and work of the late 
E. C. Simmons was enjoyed by 
every man present. Mr. Norvell 
told how his late friend, business 
associate, employer and one-time | 
competitor kept retailers sold on 
the House of Simmons. He told 
many amusing incidents of Mr. 
Simmons’ hiring and firing and 
more important training of sales- 
men and executives. He spoke 
briefly on the better known 
maxims of Mr. Simmons which 
were published recently in 
HARDWARE AGé. 

At the close of the speaker’s 
remarks, George H. Griffiths, 
General Manager, HarpWwAre 
Ace spoke briefly on his long 
and pleasant friendship with Mr. 
Norvell and of his somewhat 
limited acquaintance with the 
late Mr. Simmons whom he said 
he knew through the constant 
praise and respect tendered that 
former hardware executive by 
Mr. Norvell. Mr. Griffiths spoke 
highly of the attainments of Mr. 
Norvell, of his widely read writ- 
ings and of his important place 
in the scheme of things. 

R. J. Atkinson, Brooklyn, N. 
Y., another guest, spoke briefly 
on the coming meeting of the 
dealers at the New Yorker Hotel, 
Oct. 11 and invited all Boosters 
and other hardware men to at- 
tend. 

Messrs. Norvell and Atkinson 
were elected honorary life mem- 
bers of the Hardware Boosters 
on the motion of past president 
Charles J. Heale, HaArpware 
Ace, seconded by past president 
Roy C. Schmidt, Stanley Works. 
Mr. Schmidt later reported as 
chairman of the entertainment 
committee telling of the sum- 
mer’s activities and inviting sug- 
gestions for the coming Booster 





Christmas party in December. 
President E. R. Sandiford, 
HarpwareE Ace, presided and 


charged the nominating commit- 
tee with the duties incident to 
their work and asked that they 
report a slate for the coming year 
in time for action at the Oct. 27 
meeting. President Sandiford 
also advised members that Boost- 
er Heale had submitted a pro- 
posed revised Constitution which 
would be distributed to all mem- 
bers by mail for early considera- 
tion. 

Petitions of membership were 
accepted and favorably acted 
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| upon for the following new mem- 


| bers: Edward C. Norvell, E. C. 


| 


Atkins & Co., oldest son of 





SAUNDERS NORVELL 


Saunders Norvell; M. E. Wyck- 
off, Hardware World and Carl 
Lubken, Clemson Bros. Co., Inc. 





RECOGNIZE RETAIL FARM 
EQUIPMENT AUTHORITY 


The National Recovery Admin- 
istration has recognized the fol- 
lowing membership and _ repre- 
sentation for the Code Authority 
for the retail farm equipment 
trade: 

Western Division: L. S. 
Quinan, Sacramento, Calif., Cali- 
fornia Retail Farm Equipment 
Association; Roy S. White, New 
Plymouth, Idaho, Idaho Retail 
Hardware & Implement Dealers’ 
Association; H. J. Voorhees, 
Blandinsville, Ill., Illinois Imple- 
ment Dealers Association; George 
P. Wagner, Jasper, Ind., Indiana 
Implements Dealers Association ; 
C. R. Peters, Des Moines, Iowa, 
Iowa Implement Dealers Associa- 
tion; R. E. Mattingly, Lebanon, 
Ky., Kentucky Hardware & Im- 
plement Association; Isaac Van 
Dyck, Zeeland, Mich., Michigan 
Farm Equipment Association; 
N. G. Bender, Sutton, Neb., Mid- 
West Implement Dealers Asso- 
ciation; W. L. Mott, Pine Island, 
Minn., Minnesota Implement 
Dealers Association; Ben Weber, 
Teutopolis, Ill., Mississippi Val- 
ley Farm Equipment Associa- 
tion; H. J. Jones, Lewiston, 
Mont., Montana Implement & 
Hardware Association; W. S. 
Hill, Fort Collins, Col., Moun- 
tain States Hardware & Imple- 
ment Association; Lester Ire- 
land, Hillsboro, Ore., North 
Coast Hardware & Implement As- 
sociation; R. A. Lathrop, Hope, 
N. D., North Dakota Implement 
Dealers Association; Stanley M. 
Sellers, Lebanon, Ohio, Ohio Im- 
plement Dealers Association; 
W. H. Richardson, Harrington, 
Wash., Pacific Northwest Hard- 
ware & Implement Association; 
C. L. Thompson, Canyon, Tex., 
Panhandle Hardware & Imple- 


| New England Farm Equipment 





ment Association; M. E. W. 
Christianson, Irene, S. D., South | 
Dakota Implement Dealers Asso- | 
ciation; Dan Scoates, College 
Station, Tex., Texas Hardware & 
Implement Association; A. A. 
Doerr, Larned, Kan., Western 
Retail Implement & Hardware 
Association; Fred W. Lueck, 
Ripon, Wis., Wisconsin Imple- 
ment Dealers Association. 
Eastern Division members are: 
E. S. Hubbart, Cambridge, Md., 
Del -Mar-Va Farm Equipment 
Dealers Association; A. L. 
Weatherhead, Willimantic, Conn., 


Dealers Association; M. A. John- 
son, Nanuet, N. Y., New York 
Farm Equipment Dealers Asso- 
ciation; Charles A. Lippincott, 
Moorestown, N. J., Penn-Jersey 
Farm Equipment Dealers Asso- 
ciation; A. W. Buhrman, Jr., 
Richmond, Va., Virginia-North 
Carolina Implement Dealers As- 
sociation; and H. M. Shearer, 
New Alexandria, Pa., Western 
Pennsylvania Farm Equipment 
Dealers Association. 

LYON NAMES HEITKAMP 

GENERAL SALES MGR. 


Appointment of Frederick B. 
Heitkamp as general sales man- 
ager, Lyon Metal Products, Inc., 
Aurora, Ill., has been announced 
by Earl D. Power, vice-president 





F. B. HEITKAMP 


and general manager. Mr. Heit- 
kamp was formerly general sales 
manager, Cincinnati Milling Ma- 
chine Co. and Cincinnati Grind- 
ers, Inc., Cincinnati, from which 
position he resigned last July to 
join the Lyon executive staff. 
Previously he was with American 
Management Association, Ameri- 
can Marketing Society and the 
National Advertising Association 
before whom he _ frequently 
spoke. 

Mr. Heitkamp will have super- 
vision of all sales activity, in- 
cluding advertising and sales pro- 
motion, and will have associated 
with him a complete selling or- 
ganization covering four major 





divisions of company activity. 


N. Y. PAINT CLUB HEARS 
FHA REPRESENTATIVES 


The National Housing Act and 
the activities of the Federal 
Housing Administration were the 
chief topics at the Sept. 27 meet- 
ing of the New York Paint, Var- 
nish & Lacquer Association, held 
at the Hotel New Yorker, 8th 
Ave. and W. 34th St., New York 
City. Two hundred members 
and guests heard John R. Waller, 
special representative, FHA, and 
Gates Fergerson, New York City 
district director of the program. 
Other phases of the act and its 
opportunities for the surfacing 
industry were given in a question 
and answer program led by Carl 
H. Dabelstein, former president, 
International Society of Master 
Painters & Decorators, and E. S. 
Blacklege, vice-president, Devoe 
& Raynolds Co. 

A. G. Schumann, Hilo Varnish 
Corp., said that an investigation 
he had made showed that some 
banks were not cooperating 
wholeheartedly with the housing 
program. A. E. Horn, district 
code representative, told of a 
publicity campaign on FHA loans 
in Queens County, New York 
City. Harry Hillman, Eagle 
Paint & Varnish Co., urged an 
extensive advertising campaign 
to acquaint home-owners with 
advantages of the FHA program. 

M. J. Merkin, Merkin Paint 
Co., chairman of the association’s 
trade sales committee, reported 
that his group had held four 
well-attended meetings. C. W. 
Slocum, Beckwith-Chandler Co., 
chairman, industrial sales com- 
mittee, said that his group would 
continue to function as part of 
the New York association 
whether or not the industry’s 
code remained in operation. Mr. 
Horn reported that code viola- 
tion complaints had greatly de- 
creased. 

Frank C. Atwood, president, 
Federation of Paint & Varnish 
Production Clubs, was a guest of 
the meeting and urged full at- 
tendance at the paint show and 
national convention in Washing- 
ton. 


SEATTLE KETTLE CLUB 
RESUMES ITS MEETINGS 


Recently the Seattle Pot & 
Kettle Club resumed its fall 
meetings. Charles Musladin, 
president of the club, gave a_re- 
port of the doings at the Asso- 
ciated Pot & Kettle Clubs con- 
vention held at Del Monte. 
Messrs. Charles Putnam, Dyatt 
and Happoldt of the San Fran- 
cisco Club attended the meeting. 

C. W. Leihy, Electrical West, 
spoke on the merchandising of 
electrical appliances. 
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PRINT RECOMMENDATION 
ON. COPPER WIRE NAILS 


Simplified practice recommen- 
dation R150-34 on Copper Wire 
Nails, is now available in printed 
form, and copies may be ob- 
tained from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C., 
for five cents each. 

This program is concerned 
with length and gage of common 
copper wire nails with flat heads 
and copper wire slating nails. 
Originally effective on December 
1, 1933, it was reaffirmed with- 
out change by the committee of 
the industry and made effective 
from July 1, 1934. 


GIVEN HARDWARE CO. 
25 YEARS IN BUSINESS 


Recently Given Hardware Co., 
Bemidji, Minn., observed its 
twenty-fifth anniversary with a 
store-wide anniversary sale and 
other features. N. E. Given, 
president, NRHA, who is trea- 
surer of the company, joined the 
firm in 1910, a year after the 
business was founded. J. K. 
and R. L. Given started the 
business. R. L. Given is presi- 
dent of the company, J. J. Gainey 
is vice-president and F, L. Huck 
is secretary. 

HENRY WISH NOW WITH 

SUPPLEE-BIDDLE CoO. 


Henry Wish, 2141 Holland 
Ave., the Bronx, New York City, 


is now associated with Supplee- | . 


Biddle Hardware Co., Philadel- 
phia, Pa., wholesale hardware 
distributors, as traveling repre- 
sentative in Greater New York 
territory. 

OHLEN-BISHOP MAN HAS 
ADDITIONAL TERRITORY 


The southern California terri- 
tory has been assigned to J. S. 
Payne, 149 New Montgomery 
St., San Francisco, Cal., by The 
Ohlen-Bishop Co., Columbus, 
Ohio, saw manufacturers. Mr. 
Payne has represented the Ohlen- 
Bishop company in_ northern 
California, Oregon and Washing- 
ton for the past three years. The 
southern California territory was 
added to that previously covered 
by Mr. Payne. 


GRAYBAR DISTRIBUTES 
HURLEY APPLIANCES 


The Graybar Electric Co. is 
now handling the Thor washer 
and ironer line of Hurley Ma- 
chine Co., Chicago, IIl., in many 
parts of the United States. The 
Graybar organization will handle 
Thor lines in Texas, parts of 
Spokane and Tacoma, Wash., ten 
counties of New York State, and 
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Florida, Tennessee, Georgia, 
Mississippi and Alabama. 

Graybar will handle the Mea- 
dows line of the Hurley com- 
pany in practically all other sec- 
tions. 








Guy C. Small, secretary pro 
tem, New England Hardware 
Dealers Association, whose ap- 
pointment was announced in the 
September 13 issue of HARDWARE 
AcE. 


FHA PROGRAM EMBLEM 
CUTS, STEREOS FREE 


Mats, stereos or electrotypes 
of the Better Housing Program 
emblem reproduced here are 
available free of charge from the 
Advertising Material Section, 





Federal Housing Administration, 
Washington, D. C., for use of 
manufacturers, advertising de- 
partments and advertising agen- 
cies. They are available for ad- 
vertisements and printed matter 
in the following sizes: 4 in., 
% in., 1 in., 1% in., 2 in. and 
3 in. 


BERT HART*NOW WITH 
PREMIER CHEMICAL CO. 


Bert Hart, for 12 years identi- 
fied with the paint and chemical 
specialties business, has joined 
The Premier Chemical Corp., 
Cleveland, Ohio. The company 
is a subsidiary of The Ohio 
Bronze Powder Co., Cleveland, 
Ohio. Under the brand name of 
“Norbo” the company is produc- 
ing: color in oil, show card 
colors, waterproof ink, gold and 





aluminum paints, bronze in vials 
and in bulk, metallics, plastic 


| mending wood, crack filler, brush 
| and floor cleaner, etc. 
R. P. Erlenbach is the com- 


pany’s general manager. 








| WASHBURN CO. NAMES 
| EASTERN SALES MGR. 


J. M. Lawyer has been ap- 
pointed eastern sales manager of 
The Washburn Co., Worceste:, 
| Mass. Previously connected with 
| the company’s Chicago — sales 





office, he was in charge of the 
Pennsylvania and eastern Qhio 
lerritory in recent years. 


SUPPLEE-BIDDLE CO. 
HAS XMAS DISPLAY 


Supplee-Biddle Hardware Co., 
Philadelphia, Pa. wholesale 
| hardware distributors, now has 
| a large Christmas display, occu- 
pying thousands of square feet. 
Wm. Geo. Steltz, president of the 
company, has invited customers 
and friends to see the exhibit. 


HALPRIN NOW AGENT 
FOR UNITED ASH CAN 


Louis Halprin, formerly active 
in the formation of a local New 
York City Hardware Clerks’ 
Union, has severed that connec- 
tion. He is now a sales repre- 
sentative for the United Ash Can 
Mfg. Co., 2372 Third Ave., New 
York City. Prior to his union 
activities he was connected with 
the Holyoke Hardware Co., New 
York City, builders’ hardware 
specialists. 


SILVER LAKE CO. HAS 
NEW SALES OFFICES 


Silver Lake Co., solid braided 
cordage, has moved its sales 
offices to the Textile Bldg., 99 
Chauncey St., Boston, Mass. 


WINNEBAGO, MINN., FIRM 
REQUESTS CATALOGS 


The House of Humphrey, Box 
74, Winnebago, Minn., would like 
to receive catalogs and wholesale 
prices on stoves, ranges, lawn 
mowers, general hardware, radios 
and electrical appliances and 
supplies. 


TWO NEW WAREHOUSES 
FOR MASTER PRODUCTS 


The Master Products Co., 
Cleveland, Ohio, is now carrying 
a warehouse stock of washers at 
the following warehouses; Peter- 
son Bros.. 104 Walker St., New 
York City. and Atlantic Hard- 
ware Co.. 205 A _ St., Boston, 
Mass. These warehouse stocks 
are being carried for the con- 
venience of the jobbing trade in 
those districts. 





FLASHLIGHT CASE 
RECOMMENDATION 

Simplified practice recommen- 
dation R68-33, metal and fiber 
flashlight cases, is now available 
in printed form. Copies can be 
obtained from the Superinten- 
dent of Documents, Government 
Printing Office, Washington, D. 
C., for five cents each. The 
recommendation, which was first 
promulgated in 1927, is con- 
cerned with types, nomenclature 
and finishes of metal and fiber 
flashlight cases. 

The current revision was pro- 
posed by the Standing Commit- 
tee of the industry in charge of 
the periodic review of the recom- 
mendation. 


CHICAGO HOUSEWARES 
MEN HOLD OUTING 


Members of the Housewares 
Club of Chicago recently held a 
golf tournament, dinner and 
evening entertainment at the 
Tam O’Shanter Golf Club. The 
club is plannmg to hold its an- 
nual benefit party in the fall, the 
proceeds of which are set aside 
each year for welfare work in 
the house furnishing industry. 

J. J. Walworth, Rome Mfg. 
Co., is chairman of the member- 
ship committee of the organiza- 
tion. 

Other members of the com- 
mittee are: J. C. Amis, secretary, 
Chicago Retail Hardware Asso- 
ciation; R. R. Glenn, Hardware 
World; W. J. Jaeger, Butler 
Bros.; Julius Levinson, Alumi- 
num Goods Mfg. Co.; E. C. Me- 
Carthy, Montgomery Ward & 
Co.; J. I. McClelland, Marshall 
Field & Co.; E. M. Meder & Co. 
and F. E. Schroeder, Manning, 
Bowman & Co. 


TELECHIME DIVISION 
MOVES BRANCH OFFICE 

The eastern sales offices of the 
Telechime Division, General Kon- 
trolar Co., was moved recently 
from 142 Liberty St., New York 
City, to Suite 1701, 265 W. 14th 
St., New York. 


W. R. BROWN CO. HAS 
A LARGER PLANT 


W. R. Brown Co., manufac- 
turers of Speedy and Marvel 
spray guns and equipment, has 
announced its removal to 2014 N. 
Major Avenue, Chicago, Ill. 
Manufacturing space has been 
enlarged and new equipment has 
been added to take care of in 





creased production.* 
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Burnham Hockaday, Hardware Golf Champion, 
Wins Excelsior Springs, Mo., Tournament 


Walter B. Dodge elected president of Hardware Golf Associa- © 
George B. Richards new vice-president. 


tion, 


About 215 in 


attendance Sept. 20 to 22, 1934, at group’s ninth annual 


meeting and tournament. 


Secretary-treasurer R. A. Sund- 


vahl’s splendid work recognized with appropriate presentation. 


Nine years ago, eight hardware 
men met at Excelsior Springs, 
Mo., and played golf for four 
days. The next year the num- 
doubled, and each succeed- 
year saw increased _attend- 

The all-time high record 
was made this year when about 
215 gathered at The Elms Hotel, 
Excelsior Springs, Mo., Sept. 20 
to 22, 1934, and participated in a 
fine, three-day golf tournament 
sponsored by the Hardware Golf 
Association. Business and busi- 
ness conversation were both ta- 
boo. It was strictly a_ social 
gathering for wholesalers, manu- 
facturers and members of the 
trade press. Everybody had a 
great time, and everybody won 
a prize, and most of them will 
want to attend next year. 

Burnham Hockaday, Russell, 
Burdsall & Ward Co., is the new 
hardware golf champion. The 
Wyeth Trophy for runner-up 
went to George Roth, Simmons 
Hardware Co., and the Hardware 
Retailer Cup was won by J. D. 
Reynolds, Reynolds Hardware 
Co., Carthage, Mo. Other major 
winners are given elsewhere. 

Walter B. Dodge, Yale & 
Towne Mfg. Co., was elected 
president of the association, suc- 
ceeding Frank Harwi, A. J. 
Harwi Hardware Co., and George 
B. Richards, Richards & Conover 
Hardware Co., is the new vice- 
president. Directors are: W. T. 
McNerney, Brown-Camp _ Hard- 
ware Co.; W. M. Baldwin, Rog- 
& Baldwin Hardware Co.; 
C. D. Junge, Witte Hardware 
Co.; Andrew Cameron, Wright 
& Wilhelmy Co.; W. Withington, 
The American Fork & Hoe Co.; 
George H. Halpin, Minnesota 
Mining & Mfg. Co.; M. R. Peck, 
The McKay Co., and J. C. Shep- 


ber 


ing 
ance, 


ers 


herd, Sheffield Steel Co. Secre- 
tary-Treasurer R. A. Sundvahl, 
Corbin Screw Corp., was re- 





elected to office by acclamation, 
which is as it should be, for to 
him goes most of the credit for 
the huge success of the annual 
hardware golf party. The prize 
committee—George H. Beaudin, 
J. Wiss Sons Co., Kraeuter & 
Co., and Kroyden; A. J. Eggles- 
ton, Richards-Wilcox Mfg. Co., 
and Ralph Irwin, Yale & Towne 
Mfg. Co.—must also come in 
for considerable appreciation as 
these three men with the secre- 
tary did most of the work. 

The party really started at the 
Chicago railroad station on Wed- 
nesday night with four special 
cars set aside for the hardware 
golfers and would-be golfers. 
The same accommodations were 
available on the return trip from 
the Springs on Saturday night. 

There was golf and near-golf 
each morning and afternoon with 
the only business session of the 
party hurriedly handled between 
supper and train time on Satur- 
day night. At that time the prizes 
were distributed and _ officers 
elected. Mr. Sundvahl’s untir- 
ing efforts were loudly applauded 
at this little meeting. He was 
presented with a leather golf bag 
and traveling handbag in appre- 
ciation of his many years of vol- 
untary service to the hardware 
golfers. 

Other major prize winners are: 
J. L. Jennings, Lamson & Ses- 
sions Co., Flight B. winner; H. 
P. Sheets, N.R.H.A., flight C 
winner; W. B. Dunham, Repub- 
lic Steel Co., flight D winner; 
and F. J. Daugherty, Richards- 
Wilcox Mfg. Co., flight E win- 
ner. Runner-up prizes in these 
respective flights went to W. C. 
Hale, Hale Screen Door Co.; 
J. K. Werner, Wyeth Hardware 
& Mfg. Co., W. H. Fitch, Rich- 
ards-Wilcox Mfg. Co., and A. J. 
Wurzback, Sargent & Co., and 
in the order named. 











REPORT OF ATLANTIC 
CITY CONVENTION 
NEXT ISSUE 


The next issue of Harp- 
warE AcE, October 25th, 
1934, will contain the first 
complete report of the joint 
convention of the American 
Hardware Manufacturers’ As- 
sociation and the National 
Wholesale Hardware Associa- 
tion, held in Atlantic City, 
October 22 to 25th. 

Subjects of vital importance 
to the entire hardware in- 
dustry are to be discussed at 


this convention and every 
reader of this publication, 
manufacturers, wholesalers 


and retailers, will find our 
complete report of the pro- 
ceedings valuable informa- 
tion. Watch for the next 
issue. 











FOLEY, HOY, PEASE AT 
NEW YORK MEETINGS 


Meetings were recently held 
under the auspices of the New 
York State Retail Hardware As- 
sociation at Jamestown and One- 
onta, as part of a schedule of 
group sessions to be held all over 
the state. Seventy-one attended 
the Jamestown meeting at the 
Hotel Jamestown, with George B. 
Pitts, Clark Hardware Co., in 
charge. George G. Hoy, field sec- 
retary, New York State associa- 
tion, explained association ser- 
vices and urged dealers to en- 
dorse only legislature candidates 
who would fight the sales tax. 
John B. Foley, secretary-manager, 
explained price trends in the 
hardware field. H. Elton Pease, 
merchandising counselor, spoke 
on “Plus Merchandising.” 

At a meeting held at the 
Oneonta Hotel, Oneonta, N. Y., 
the same speakers delivered simi- 
lar addresses. 





Wm. Montague & Son have 
purchased the I. J. Miller hard- 


ware store in Ovid, Mich. 





SQUARE CLUB PLANS 
STAG BRIDGE PARTY 


The Hardware Square Club 
will hold a duplicate bridge 
party, Oct. 16, at the Masonic 
Bldg., 6th Ave. and 23rd St., 
New York City, on the sixteenth 
floor. There will be prizes for 
the winners, and the party, which 
will be open to non-members, 
will be a strictly stag party. 

H. A. Kern, bridge editor, 
Hudson Dispatch, will direct the 
party. 


SAFE PADLOCK & HDW. 
ACQUIRE NEW PLANT 


The Safe Padlock & Hardware 
Co., Lancaster, Pa., manufactur- 
ers of hardware specialties, pad- 
locks and night latches, recently 
moved into a newer and more 
modern plant at 2nd, Crystal and 
Coral Sts. 


CUNNINGHAM AGENT FOR 
KEYSTONE WIRE CLOTH 


The C. A. Cunningham Co., 
Boston, Mass., has been appoint- 
ed New England selling agents 
for the Keystone Wire Cloth Co., 
Hanover, Pa. 


STEEL WAREHOUSE ASSN. 
NAMES NEW SECRETARY 


Walter S. Doxsey has been ap- 
pointed executive secretary of 
the American Steel Warehouse 
Association, as of Oct. 1, as a 
step in the reorganization and 
expansion of the association in 
order to increase its services in 
behalf of the steel warehouse. 
The association has moved its 
headquarters from Philadelphia 
to 442 Terminal Tower, Cleve- 
land, Ohio. Mr. Doxsey is well 
known in the iron and steel ware- 
house industry. For the past 
eight years he has been editor of 
Daily Metal Trade, Cleveland, 
prior to which he was assistant 
sales manager of the McMyler 
Interstate Co., Cleveland. 

H. B. Ressler, vice-president 
in charge of eastern operations, 
Joseph T. Ryerson & Sons, is 
president of the association. 





Part of the group of hardware men who attended the Hardware Golf Tournament at Excelsior Springs, Mo. 
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Hardware Briefs 





H. C. Shaw Co., Stockton, Cal., 
has increased the frontage of its 
store by 50 feet and has added | 
three display windows giving it | 
a total of twelve. The store has | 
been remodeled and the new ad- 
dition houses an enlarged home | 
appliances department. C. A. | 
Coggin is general manager of 
the company and Marshall 
Gebert is retail manager. 


Jordan Hardware Co., Mechan- 
ic Falls, Me., was recently dam- 
aged by fire. 


Lasater & Mendenhall, Fowler, 
Kan., recently celebrated their 
twenty-fifth anniversary by invit- 
ing customers and friends in the 
vicinity to visit the store and 
partake of refreshments. 


Casey Hardware, Aberdeen, 
Wash., was recently merged with 
the City Electric Co. The Casey 
Hardware store has been moved 
to 106 W. Wishkah St.. 


F. C. Sheets is now manager 
of the Monticello Hardware & 
Furniture Co., Monticello, Ark. 
He had previously been secre- 
tary and bookkeeper for the com- 
pany. B. M. Collins has dis- 
posed of his interest in the com- 
pany, the principal stockholder 
of which is The Monroe Hard- 


ware Co. 


A. Maisel, hardware and 
furniture dealer, has leased the 
store at 1436 Florida Street, 
Memphis, Tenn. 


H. A. Yotter, Glasgow, Mont., 
hardware dealer recently re- 
sumed business in a new building 


on Fourth St. N. 


The Ideal Hardware Store has 
opened at 196 Franklin Ave., 
Nutley, N. J. 





CONVENTION REPORT 
IN NEXT ISSUE 

Watch for the next issue of 
HARDWARE AGE, dated Oct. 
25, 1934. It will contain the 
first complete report of the 
joint convention, held at At- 
lantic City, of the American 
Hardware Manufacturers’ As- 
sociation and the National 
Wholesale Hardware Associa- 
tion, 

Whether you are a retailer, 
wholesaler or manufacturer, 
you will find this report of 
value, because of the vital im- 
portance of the discussions 
that will take place this year. 


G. SUMNER WILSON, PRESIDENT, 





STOLLBERG HARDWARE & PAINT 


E. E. Teegardin, Chairman of the Board 
and A. S. Butler is new vice-president 
| sale distributors of hardware, | 
paints and related merchandise. | 
| He succeeds E. E. Teegardin, | 
who has been elevated to the | 
chairmanship of the board of 
directors. A. S. Butler is vice- 

president of the company. 

Mr. Wilson is a past president 
of the National Wholesale Hard- 
| ware Association and was con- 
| nected with Decatur & Hopkins | 
Co., Boston, Mass., wholesalers, | 
| for more than thirty years, re- 
| signing as vice-president in 1932. | 
; Since that time he has been New 
England manager for the Mans- 
field Tire & Rubber Co., Mans- 
field, Ohio. He brings to his 
new position a wealth of expe- 
| rience in the wholesale hardware 
business and is well known in | 
G. Sumner Wilson has been | the industry. 
elected president and treasurer | The new chairman, Mr. Tee- | 
of The Stollberg Hardware & | gardin, has been an official of | 
Paint Co., Toledo, Ohio, whole- | this company for more than 34 | 


E. E. TEEGARDIN 


years and became president in 
1932 following the death of Wm. 


| F. Stollberg, whom he succeeded. 


He too has a wide acquaintance 
in the hardware industry and 
long experience in the wholesale 
hardware business. 


G. SUMNER WILSON 
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Dramatization Gains Valuable Publicity for Turner’s ’49er Sale 


Salespeople of the Turner Hardware Co., Stockton, Cal., dressed | 


in costumes of °49, celebrating the store’s 58th anniversary. 
Right: J. D. Turner, President of the Turner firm, in caballero 


costume. 


Plenty of extra publicity and 
additional customer interest was 
gained by the Turner Hardware 
and Implement Co., Stockton, 


Cal., in dramatizing the “’49er” | 
sale they held to celebrate the | 


organization’s 58th anniversary. 


Salespeople dressed in cos- | 


tumes suggesting those worn by 
Californians in gold rush days 
and then to extend the idea a 
bit further and help still more 
people catch the spirit of the 
event, J. D. Turner, head of the 


firm, found a typical old ’49er 
stage coach and had it hooked 
up to a fine four horse team to 
take these costumed salespeople 
| to lunch as his guests in spec- | 
tacular style. The coach couldn’t | 
accommodate the entire crew and 
| of course business had to go on 
as usual during the luncheon | 
period, too, so several trips were | 
made through the downtown sec- | 
tion, carrying them in relays. 
The store provided the materials 
| from which the girls made their 
| own costumes. 











Bunting Hardware Co., Kan- 
sas City, Mo., has purchased the 
stock of the Kansas City Hard- 
ware Co., Kansas City, Mo., and 


F. N. Abbey, Lovilia, Iowa, 
stores in Kansas City, Mo.; | hardware dealer, has opened a 
Kansas City, Kan., and Inde- | garage and repair shop in the 


has divided it among its four | 


| pendence, Mo. rear of his store. 


59 








WESTINGHOUSE FILMS 
“HOME OF TOMORROW” 


Westinghouse’s “Home of To- 
morrow” in Mansfield, Ohio, was 
recently filmed so that the story 
of it may be carried to those un- 
able to visit it. A plot presents 
the modern equipment of the 
“Home” and has as its star 
Lowell Thomas, writer, radio 
commentator and traveler. Mr. 
Thomas starts as radio commen- 
tator, in the picture and later 
becomes a guide in the “Home” 
for Mr. and Mrs. Listener. 

According to present plans the 
sound film will be introduced 
through the Westinghouse field 
organization to interested con- 
tacts in the industry. Demands 
from private theatres, clubs and 
schools for the film have already 
heen received. 


HOFMAN NOW HANDLES 
LAFFITTE PRODUCTS 


J. M. Hofman, 935 Drexel 
Bldg., Philadelphia, Pa., has 
been appointed sole distributor 
for the entire United States of 
the Laffitte Products made in 
France. Welding plates, weld- 
ing powder and tempering pow- 
der are included. Stock will be 
carried in Philadelphia. 





CRESCENT SALES MOVES 
PITTSBURGH BRANCH 


Crescent Sales Co., manufac- 
turers’ representatives, with of- 
fices in Pittsburgh, Harrisburg, 
Buffalo and Cleveland, has moved 
its Pittsburgh offices from 507 
Westinghouse Bldg. to 298 Du- 
quesne Way. The company rep- 
resents: Crescent Insulated Wire 
& Cable Co., Trenton, N. J.; 
Clayton Mark & Co., Chicago; 
Trico Fuse Mfg. Co., Milwau- 
kee, Wis.; Accurate Mfg. Co., 
Garfield, N. J., and Sorgel Elec- 
trie Co. 


ARROW HARDWARE CO. 
HAS NEW HEADQUARTERS 


The Arrow Hardware Co., Chi- 
cago, Ill., wholesale distributors, 
recently moved to 1517-1523 Car- 
roll Ave. The new quarters 
have about seven times the space 
formerly used by the company. 
Basement and first floor will be 
used for stock while the offices 
and sample rooms are located on 
the second floor. 


JERSEY GROUP HEARS 
HOUSING ACT TALK 


Members of the North Jersey 
Hardware & Supply Association, 
at a recent meeting held at 
Miller Hardware Co., Inc., Jersey 
City, heard H. Silverstein, coun- 
sellor at law, discuss the Na- 
tional Housing Act. He enum- 
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erated the different 


divisions | 


Paul Neumann, president of the 


created by the act and pointed | club, in the chair. 


out methods used in loaning 


money for home repairs, etc. | 


The association went on record 
as being opposed to the enforce- | 
ment of a state law prohibiting | 
hardware stores from selling rat 
poisons, drain pipe cleaners, 
fungicides, etc. 

President Demarest Romaine | 
presided. 
ALLEN REJOINS DIAMOND | 

EXPANSION BOLT CO. 

Ralph S. Allen has rejoined | 
the Diamond Expansion Bolt | 
Co., 48 W. Broadway, New York 


City, as manager of its metro- | 


Andy Byrne, 
radio fame, accompanied by Dr. 
D. A. Fraser and C. Oliver, put 
on a combination vaudeville and 
musical show. 


|'HAMMERLY HEADS SALES 


FOR LOUDEN DIVISION 


C. A. Hammerly has been ap- 
pointed general sales manager of 
the farm division of The Louden 
Machinery Co., Fairfield, Iowa. 
This division manufactures barn 
and poultry equipment, hay un- 
loading tools, door hangers, etc. 

Mr. Hammerly joined the com- 
pany ten years ago and after 


| three years in the company’s 





RALPH 8S. ALLEN 


politan district. For the past 
fourteen months Mr. Allen has 
been associated with the New 
York City office of Pheoll Mfg. 
Co., Chicago, Ill. Prior to that 
he had been with the Diamond 
Expansion Bolt Co. for eight 
years. 

Mr. Allen is well known to 
the trade in the metropolitan 
New York area and is secretary 
of both the Brooklyn Hardware 
Association and the Hardware 
Square Club. 


LICENSED TO MAKE 
GAS STOVE MANIFOLD 


The Thomas Devlin Mfg. Co., 
Burlington, N. J., has been ex- 
clusively licensed in the United 
States to manufacture a patented 
gas stove manifold, made of spe- 
cially rolled pipe. The special 
section pipe is built up on two 
sides to prevent cracking when 
tapped and to allow it to be 
threaded deep enough to insure 
a secure leak-proof connection. 


FRISCO KETTLE CLUB 
MEMBERSHIP LOSERS 
HOSTS TO WINNERS 


When the San Francisco Pot & 
Kettle Club recently resumed its 
meetings the Pots team, which 
lost the recent membership cam- 
paign to the Kettles team, ate a 
bean dinner, starting with bean 
soup and ending with jelly beans 





for dessert. The victorious Ket- 
tles ate steak. E. C. Mack was 
toastmaster of the meeting with 


barn plan engineering and office 
sales departments was assigned 
to field work. For the past seven 
years he has covered the Iowa 
territory. 


JAY J. KEITH HEADS 
ABC CENTRAL DIVISION 


Jay J. Keith was recently ap- 
pointed central division manager 
of Altorfer Bros. Co., Peoria, Ill., 
manufacturers of electric wash- 
ing machines. He was with ABC 
from 1918 to 1933, eight years of 
which time he was located in 
Peoria as advertising manager 
and later as associate sales man- 
ager. The latter six years he 
was eastern division sales man- 
ager. In 1933 he left Altorfer 
Bros. Co. to join the Nineteen 
Hundred Corp., Binghamton, 
N. Y. 


IRWIN AUGER BIT NAMES 
HENRICKS & HOWELL 


Henricks & Howell, 78 Reade 
St.. New York City, manufac- 
turers’ representatives, have been 
Sage as representatives of 

he Irwin Auger Bit Co., Wil- 
mington, Ohio. H. M. Swain, 
sales manager of the Irwin com- 
pany, has announced that there 
has been no change in the com- 
pany’s policy and that sales will 
continue to be made to hardware 
wholesalers and mill supply 
houses. 


ANDREWS NAMED PRES. 
OF CENTRAL HDW. CO. 


R. R. Andrews, for fifteen 
years associated with the Cen- 
tral Hardware & Factory Supply 
Co., Akron, Ohio, was recently 
elected president succeeding the 
late Max V. Pergrin. Two years 
ago he was elected vice-presi- 
dent, when Max Pergrin became 
president of the company. F. H. 
Gelhart was re-elected treasurer 
and M. E. Beight was elected 
secretary of the company. 


of stage and 





LANDON P. SMITH HAS 
NEW DISTRICT MANAGER 


Walter F. Brosmer has been 
appointed district sales manager 
for W. Virginia, Indiana, Ohio, 
western Pennsylvania and Louis- 
ville, Ky., by Landon P. Smith. 





W. F. BROSMER 


Inc.,. Irvington, N. J., manufac- 
turers of Red Devil glass cutters 
and hardware specialties. Mr. 
Brosmer has been with the Smith 
company for many years, having 
formerly worked in northeastern 
territory. 


MERGE OX FIBRE BRUSH 
AND NEW JERSEY BRUSH 


The Ox Fibre Brush Co., Inc., 
New York City, and the New 
Jersey Brush Mfg. Co., two of 
the oldest brush manufacturing 
organizations in the country, 
whose policies have been quite 
similar, are now operating under 
one head. 

Louis R. Bressler, formerly 
treasurer of the New Jersey 
Brush Mfg. Co., Inc., becomes 
vice-president in charge of sales. 
F. W. Weitzel is superintendent 
of the Frederick, Md., factory. 
Wilbur A. Wright is treasurer 
and superintendent of the Sey- 
mour, Ind., factory. 

Officers of the Ox Fibre Brush 
Co., Inc., are: Alfred McEwen, 
president; F. M. Dertzbaugh, 
treasurer; M. J. Heffren, secre- 
tary, and A. Robinson McEwen. 
assistant secretary. 





S. CALIFORNIA ASSN. 
MEN AT GROUP MEETING 


One hundred forty retail hard- 
ware dealers met recently at a 
group meeting held by the 
Southern California Retail Hard- 
ware Association at Recreation 
Park, Long Beach, Calif. Twenty 
exhibitors showed their lines, 
including new items. J. V. Guil- 
foyle, Los Angeles, secretary of 
the association was toastmaster 
at a dinner held that evening at 
Recreation Park Clubhouse. 

George W. Green, Long Beach). 
NRA _ director, was honorary 
chairman of the day. 
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CARBORUNDUM’S NINTH 
RADIO SERIES BEGINS 
SATURDAY, OCT. 20 


Che Carborundum Co., Niagara 
Falls, N. Y., will begin its ninth 
season of radio broadcasts on 
October 20, including selections 
by the fifty-piece Carborundum 
band, the telling of Indian leg- 
ends and stories regarding Carbo- 
rundum products. The programs 
will be on the air every Saturday 
night during the fall and winter 
season over a coast to coast net- 
work of Columbia stations from 
10:00 to 10:30 E.S.T. 

Each program will include an 
announcement offer of a Carbo- 
rundum souvenir pocket stone and 
listeners will be directed to regis- 
ter for a souvenir at any hard- 
ware dealer’s store. Dealers will 
be supplied with registration 
forms and also with window cards 
announcing the programs and the 
souvenir offer. 

Listeners responding to the 
program will be sent a special 
offer coupon entitling them to a 
10c. reduction on the No. 66 
Carborundum Brand household 
knife sharpener. This reduction 
will be on the regular suggested 
retail selling price of 35c. in the 
United States and 45c. in Canada. 
In addition each program will 
carry featured announcements of 


other Carborundum company 
products stocked by hardware 
stores. 


Francis D. Bowman, advertis- 
ing manager, The Carborundum 
Co., will continue to write, pro- 
duce and announce these pro- 
grams as in the past. Dealers 
may obtain registration pads and 
window cards from The Carbo- 
rundum Co., Niagara Falls, N. Y., 
or Canadian Carborundum, Ltd., 
Niagara Falls, Ont., Canada. 





BOOKLET TELLS HOW TO 
CONSERVE WILD LIFE 


“Furs, Fins and Feathers” is 
the title of a booklet published 
by Successful Farming to encour- 
age greater interest in fishing and 
hunting and the conservation of 
wild life. It contains sixty-four 
pages of illustrations and infor- 
mation. 

Each chapter of the booklet 
was prepared by a recognized 
authority on that particular sub- 
ject. Guns and ammunition; 
game fish of the midwest; game 
conditions and management; fur 
bearing animals; predatory ani- 
mals, birds and snakes; and non- 
game birds are among the sub- 
jects covered. Habits of fur bear- 
ing animals are described as well 
as means of trapping them, pre- 
paring their pelts for market and 
marketing the pelts. 

Reference booklets and books 
are indicated on each of the topics 
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| discussed. The _ introduction 
| points out that the nation’s wild 
life resources should be prudently 
used to assure a plentiful supply 
of game for future years. 

Copies of this interesting book- 
let are available at 10c. postpaid 
from Meredith Publishing Co., 
Des Moines, Iowa. 





J. C. MEYERS RESIGNS 
FROM STOLLBERG HDW. 

J. C. Meyers, for the past four 
years vice president and _ sales 
manager of The Stollberg Hard- 





J. C. MEYERS 


ware & Paint Co., Toledo, Ohio, 
wholesale distributors, resigned 
recently. He was for many years 
sales manager for The Gendron 
Wheel Co., Toledo. 

Mr. Meyers, who resides at 
4017 Kingsbury Ave., Toledo, 
Ohio, has not made definite 
plans for the future, although he 
may reenter the manufacturing 


field. ae 


COLEMAN NOW PRES. OF — 
REACH, WRIGHT & DITSON 


L. E. Coleman, former man- 
ager of the New York Branch of 
the A. J. Reach, Wright & Dit- 
son Co., Philadelphia, Pa., was 
recently elected president of the 
company, succeeding the late 
Percy H. Floyd. R. H. Laughton, 
who was elected secretary and 
treasurer of the company, had 
been assistant to the late Mr. 
Floyd. 

C. H. Neff has succeeded Mr. 
Coleman as manager of the New 
York branch. 

UNIT AIR CONDITIONER 
MEN FORM ASSOCIATION 


The Unit Air Conditioner 
Manufacturers’ Association was 
recently formed, with headquar- 
ters at 330 W. 42d St., New 
York City. The organization is 
composed of manufacturers of 
self-contained units as well as 
types of installations using a 
combination of units operated 
from one central source. 





P. A. McKittrick, president, 


| Mfg. Co., Aurora. 





treasurer and general manager, 
Parks-Cramer Co., is president, 
and Allston Sargent, vice-presi- 
dent, Campbell Metal Window 
Co., is vice-president of the or- 
ganization. Harry C. Grubbs, 
sales manager, De la Vergne En- 
gine Co., is treasurer of the asso- 
ciation, and John A. Dewhurst 
is temporary secretary. 





CHICAGO HARDWAREMEN 
HAVE GOLF TOURNAMENT 


The Chicago Hardware Golf 
Association recently held its an- 
nual fall tournament at Browns 
Lake Country Club, which was 
attended by sixty-two hardware 
men. T. J. Mulligan, Patch 
Bros. Hardware Co., Glen Ellyn, 
Ill., won the championship and 
custody of the dealers’ cup for 
one year. Second prize was won 
by C. J. Nelson, Richards-Wilcox 
C. E. Foster, 
Bommer Spring Hinge Co., won 
third prize; L. Maday was given 
the award for fourth place, and 
Roland Popken, Oak Park, re- 
ceived the fifth award. J. W. 
Gavin, Clark-Barlow Hardware 
Co., the winner of the previous 
tournament, was the winner of 
the sixth prize. 

W. H. Grimm, W. H. Grimm 
Hardware Co., Chicago, is presi- 
dent of the organization, which is 
now in its fifth year. 





CLEMSON BROS. NAME 
HENRICKS & HOWELL 


Clemson Bros., Middletown, 
N. Y., manufacturers of Star 
hack saws, have appointed Hen- 
ricks & Howell, 78 Reade St., 
New York City, as their sales 
representatives in that territory. 


Henricks & Howell will stock 
Star hack saws in Tungsten, 
Molybdenum and High Speed 


Steel types and all sizes for fill- 
ing orders from wholesale hard- 
ware distributors and supply 
houses. Carl Lubken, as district 
sales manager, will continue to 
contact the trade in that terri- 
tory in conjunction with the 
sales force of Henricks & Howell. 





C. G. NEIL AGAIN HEADS 
JERSEY RETAIL GROUP 


Charles G. Neil was reelected 
president of the North Jersey 
Retail Hardware Association at 
a recent meeting held at the 
American Legion, 126 Broadway, 
Paterson, N. J. Charles Ruben- 
stein was reelected vice presi- 
dent and John Zulauf was re- 
elected secretary-treasurer. 

Rules and by-laws for the as- 
sociation will be presented at the 
next meeting by a committee 
comprised of Mr. Rubenstein, 
Richard Seifert, Charles Thelan, 
Rudolph Kranich and Charles 
Greenhalgh. 





SCHMIDT 50 YEARS WITH 
FRANK GEELE HARDWARE 
Fifty years ago John E. 


Schmidt entered the employ of 
the Frank Geele Hardware Co., 





JOHN E. SCHMIDT 


Sheboygan, Wis., wholesale and 
retail firm, as a bookkeeper. A 
few years later he became office 
manager of the company and in 
1917 was elected secretary and 
manager of the organization. 


BROOKLYN ASSN. WILL 
SEEK MORE MEMBERS 


Ways and means of increas- 
ing the membership of the or- 
ganization were discussed at the 
September meeting of the Brook- 
lyn Hardware Association. Presi- 
dent H. A. Cornell, who presided 
at the meeting, was authorized to 
appoint a committee to work for 
larger membership. Members 
were urged to attend the New 
York State Association’s group 
meeting. 


» O’Y(NEILL-McNAMARA CO. 
ELECTS DIRECTORS 


Directors were elected at a re- 
cent annual stockholders’ meet- 
ing held by O’Neill-McNamara 
Hardware Co, Vicksburg, Miss., 
wholesale hardware distributors. 
The following directors were 
elected: F. H. Schneider, T. H. 
Powers, Henry Kline, A. T. 
Firth, John Brunini, T. M. Mor- 
rissey, Dr. S. W. Johnston, 
Joseph Messina, F. X. L. Me- 
Namara, J. C. O'Neill, J. H. 
Sullivan and J. C. O’Neill, Sr. 





SCURLOCK LICENSES 
INDIANA GLASS CO. 


Scurlock Kontanerette Corp., 
Chicago, Ill., manufacturers of 
“Kontanerette” refrigerator sets, 
has licensed the Indiana Glass 
Co., Dunkirk, Ind., under Scur- 
lock patents to manufacture the 
Indiana Refrigerator Set, 
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CROSS STERILIZED TACK 
WINDOW DISPLAY 
CONTEST 


W. W. Cross & Co., Inc., E. 
Jaffrey, N. H., is sponsoring a 
window display contest for deal- 
ers handling Cross  Sterlized 
Tacks. Fifteen prizes will be 
awarded to dealers whose win- 
dows featuring Cross tacks are 
considered best in the opinion 
of the judges. It is not necessary 
to make any purchases to enter 
the contest nor is any fee re- 
quired. Windows may be in- 
stalled any time between now 
and Dec. 30, and the dealer’s 
photos and descriptions of dis- 
play window must be in the 
hands of the Cross company not 
later than Dec. 30, 1934. Awards 
will be made Feb. 1, 1935. 

The company has announced 
that it would like dealers to tell 
about their experiences if Cross 
tacks have actually increased 
their sales on tacks. W. W. Cross 
& Co., Inc., is supplying no dis- 
play material in connection with 
the contest because it feels that 
results will be much more ef- 
fective if the displays are left 
entirely to the originality of the 
different display men. 

Awards will be: first, $50; 
second, $45; third, $35; fourth, 
$25; fifth, $20; sixth to tenth 
inclusive, $15 each, and eleventh 
to fifteenth, inclusive, $10 each. 
Judges of the contest will be: 
Charles J. Heale, editor, Hakw- 
WARE AGE; John W. Stephenson, 
editor, Upholstering; and M. E. 
Wyckoff, eastern manager, Hard- 
ware World. 

The company recently mailed 
a broadside showing examples of 
displays featuring Cross tacks 
together with terms of the con- 
test. These displays emphasized 
features of the tacks and showed 
the display cartons as well as in- 
dividual boxes. 


ARKANSAS ASSN. HOLDS 
TWO GROUP MEETINGS 

As part of a series of group 
meetings of the Arkansas Retail 
Hardware Association meetings 
were recently held at Brinkley 
and Camden. Milwee & Dunlap, 
Brinkley, hardware dealers, were 
hosts at the meeting in that 
town. Irwin Douglas, NRHA, 
Indianapolis, Ind., was the chief 
speaker. W. E. Brown, presi- 
dent of the Arkansas association, 
and L. P. Biggs, secretary, also 
addressed the meeting. 

At Camden a similar program 
was given with the same speak- 
ers. 


Fred Houzvicka is now oper- 
ating the hardware business his 
father James T. Houzvicka con- 
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ducted in Exeter, Neb., for 
twenty years. James T. Houz- 
vicka has retired. 





GRUNOW DEALERS MEET 
IN NEWPORT, VERMONT 


Forty dealers attended a recent 
dealer meeting and service school 
held at True & Blanchard Co., 
Newport, Vt., headquarters, for 
dealers handling Grunow radios 
and refrigerators. Sales helps 
and demonstrations were on the 
program which included a boat 
ride which was attended by 
more than eighty people includ- 
ing dealers and their families. 








WALTER 8S. JOHNSON 


JOHNSON MANAGES SALES 
FOR P. & F. CORBIN 


Walter S. Johnson, since 1925 
New York manager for P. & F. 
Corbin, New Britain, Conn., has 
been appointed general sales 
manager of the organization, 
with headquarters in New Brit- 
ain. Prior to his affiliation with 
the Corbin company he was with 
Van Camp Hardware & Iron Co., 
Indianapolis, Ind., and Honey- 
man Hardware Co., Portland, 
Ore., both wholesale hardware 
distributors. 

Mr. Johnson is well known 
and well liked by the trade 
throughout a large part of the 
country. 


SALES AGENTS ENTER 
BUSINESS IN SEATTLE 


The Austin-Hobson Sales Co., 
715 Pike St., Seattle, Wash., man- 
ufacturers’ agents, and a_ sub- 
sidiary of the Austin-Hobson Re- 
finance Corp., recently entered 
business. William T. Hobson is 
president, Harry D. Austin is sec- 
retary-treasurer and H. M. Ding- 
ley is another member of the 
company. The company covers 
Washington, Oregon, Idaho and 
Montana, for: Rinck-MclIlwaine, 
Inc., New York City; Sheffield 





Bronze Powder & Stencil Co., 
Cleveland; Geo. W. Gayle & Son, 
Frankfort, Ky.; Komack Sales 
Co., Chicago; Manhattan Insu- 
lated Wire Co., New York City; 
U. S. Air Compressor Co., New 
York City, and Plumbing & 
Industrial Division of the Liquid 
Veneer Corp., Buffalo. 

The company desires to handle 
additional lines. 


JAMERSON AGAIN HEADS 
NEW ORLEANS DEALERS 


Paul Jamerson was recently re- 
elected president of the Retail 
Paint & Hardware Dealers’ Asso- 
ciation of New Orleans. W. J. 
Henderson was reelected “vice- 
president, Edward Ames was 
named secretary and Rudolph 
Jung was elected treasurer. A. H. 
Aucoin is executive secretary. 











ESSEX DEALERS HEAR 
FHA EXECUTIVE TALK 


Joseph Gunn, executive as- 
sistant to Charles Edison, New 
Jersey State Director of the 
Federal Housing Administration, 
addressed the Sept. 20 meeting 
of the Essex County Retail 
Hardware Association, Inc., and 
gave details of the National 
Housing Act. Mr. Gunn gave 
a talking picture presentation of 
the modernization program. 

The association is planning an 
advertising campaign on which 
particulars will be presented at 
the Oct. 18 meeting to be held 
at Krueger’s Auditorium Annex, 
15 Belmont Avenue, Newark, N. 
J. An association emblem has 
been drawn for members of the 
group to display in their stores. 





Premium Distribution Policy Announced by Johnson 


National Recovery Adminis- 
trator Hugh S. Johnson has an- 
nounced determination of a 
policy for regulation of the use 
of premiums which will be ap- 
plicable to all codes hereafter 
approved and which will govern 
modification of inconsistent pro- 
visions in codes already approved 
if such modification is sought by 
the affected industry or is 
deemed necessary to _ correct 
hardships or abuses. 

“The premium problem has 
proved a troublesome one,” de- 
clared the Administrator in the 
formal announcement. “There is 
irreconcilable conflict between 
the desires of certain members 
of non-premium industries on 
the one hand and members of 
industry engaged in the manu- 
facture and distribution of pre- 
miums on the other hand. This 
matter has been thoroughly can- 
vassed by NRA and all advisors 
have participated in the formu- 
lation of the final policy herein 
announced. 

“The manufacturers of novelty 
goods which are extensively used 
in premiums have built up a 
considerable industry and em- 
ployed a considerable number of 
persons. In addition, other prod- 
ucts of industry not essentially 
related to the manufacture of 
premiums are purchased for pre- 
mium use. 

“In view of the extent of the 
industry, the widespread use of 
premiums and the fact that pre- 
miums at times lend a desirable 
flexibility to rigid prices, it ap- 
pears that there should not be a 
general prohibition against their 
use. On the other hand, certain 
uses of premiums may lead to 
increased cost of selling, decep- 
tion of buyers, and other abuses 


tion of their employment. 

“The following policies should 
govern premium clauses in codes. 

“], There should be no gen- 
eral provisions prohibiting the 
use of premiums. 

“2. Certain uses of premiums 
would constitute methods of 
evading trade practice provisions ; 
for example, provisions against 
selling below cost and open price 
provisions. The proper way to 
prevent such evasion of any 
trade practice provision is care- 
ful drafting of the provision in 
question. For example, in a pro- 
vision prohibiting selling below 
cost, it should be provided that 
all premiums should be included 
in the computation of cost. Simi- 
larly, in an open price provision, 
it should be required that all 
terms and conditions of sale, in- 
cluding premiums, must be filed. 

“3. Although there should be 
no general prohibition against 
the use of premiums, the use of 
premiums in the following ways 
may be prohibited: 


a. The use of premiums in ways 
which involve commercial 
bribery in any form. 

b. The use of premiums in ways 
which involve lottery in any 
form. The 
should be construed to in- 
clude, but without limitation, 
any plan or arrangement 
whereby the premiums of- 
fered differ substantially in 
value from customer to cus- 
tomer of the same class, ex 
cept as a result of differenc« 
in quantities purchased. 

ec. The use of premiums in ways 
which involve misrepresenta- 
tion, or fraud, or deception in 
any form, including, but 
without limitation, the use of 
the word ‘free’, “gift”, 
“eratuity’’, or language of 
similar import in connection 
with the giving of premiums 
for the purpose or with the 
effect of misleading or deceiv- 
ing customers. 

d. The giving of premiums to 
any customers when such 
premiums are not offered to 
all customers of the same 


term “lottery” 





which justify a careful regula- | 


class in the trade area. 
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Z. E. MARTIN, PRESIDENT, MARTIN-SENOUR, 
50 YEARS WITH COMPANY; HONORED AT DINNER 


A testimonial surprise dinner 
was given on Sept. 26th to Z. E. 
Martin, president, The Martin- 
Senour Co., paint manufacturers, 
Chicago, in celebration of his 
having just completed fifty years 
of continuous service with The 
Martin-Senour Co. and the paint 
industry. 

The dinner was sponsored by 
George A. Martin, president, 
The Sherwin-Williams  Co., 
Cleveland, Ohio, and was at- 
tended by many prominent fig- 
ures in the paint industry, in- 
cluding E. T. Trigg, president, 
National Paint, Varnish and Lac- 
quer Ass’n, and chairman Paint 
Code Authority, Washington, D. 
C.; Geo. B. Heckel, editor, 
Drugs Oils and Paints, Philadel- 
phia, Pa.; H. D. Whittlesey, vice 
president and dirgctor of sales, 
The Sherwin-Williams  Co., 
Cleveland, Ohio; D. A. Kohr, 
president, The Lowe Brothers 
Co., Dayton, Ohio; C. A. Camp- 
bell, vice president and general 
manager, Acme White Lead & 
Color Works, Detroit, Mich. 
Others present included: W. A. 
Gorrell, vice president and gen- 
eral manager, John Lucas & Co., 
Philadelphia, Pa.; W. S. Fallis, 
chairman of the board, The 
Sherwin-Williams Co. of Canada, 
Ltd., Montreal, Canada; Geo. A. 
Martin, Jr., vice president and 
general manager, and Wm. Stu- 
art, vice president and director 
of sales, The Martin-Senour Co., 
Chicago; C. M. Lemperly, gen- 
eral manager publicity, The 
Sherwin-Williams Co., Cleveland, 


Ohio. 


TWO HUNDRED AND FIFTY 
GUESTS 

The dinner was also attended 
by the complete Martin-Senour 
Sales organization, who held 
their annual sales meeting at 
this same time, and by all of the 
Chicago employees of the com- 
pany. In all, about two hundred 
and fifty guests gathered in the 
Ball Room of the Hotel Winde- 
mere to pay tribute to the guest 
of honor. 

George A. Martin, who was 
toastmaster, paid tribute to Mr. 
Martin and presented him with 
a diamond pin. Messrs. Trigg 
and Heckel and others also paid 
tribute to the guest of honor. A 
handsome leather folio of letters 


and cablegrams from friends, 
competitors and customers all 
over the world was also pre- 
sented. Other remembrances 


were given by the employees of 
the Martin-Senour Co. and by 
several paint manufacturers rep- 
resented at the testimonial din- 
ner. Mrs. Martin was also the 
recipient of several gifts. 

A native of Canada, Mr. Mar- 
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tug o war aggregation was too 
the 
cups were won by the victors in: 


heavy for dealers. Loving 





horseshoe pitching; golf, relay 
100 
jump 


race, dash, running 


shuffleboard. 


liardware lines were the awards 


yard 
broad and 


for the victors in the tug o” war, 


the hard fought 


athletic contests, a hearty dinner 


Following 


hardware men at the Wantagh 
Hotel, Wantagh, L. LIL, after 
“apous.” KK. J. 
informally, urging attendance at 
the New York State Retail Hard- 
ware Association’s group meeting 
to be held October 11 at the 
Hotel New Yorker, New York 
City. Roy C. Schmidt introduced 
Charles D. Starks, Far Rock- 


tin began his business career in : : 
a f . . | away, president of the New York 
Chicago working with J. R. Prin- | YP w York 


dle, owner of a Lake Street paint 
store. In 1884, when another 
paint jobber, The Senour Co.. 
installed paint mills on Ewin | 
Street, Mr. Martin became the 
first salesman of the new Senour | 
Mfg. Co., and to this date pre- 
fers to be éalled a “salesman.” 
He has had a most active life in 
the paint industry and for many 
years has been president of the : age 
utietae Ca. with. te shown in this picture. Arthur 
1910, became associated with J. May, president and treasurer, 
The Sherwin-Williams Co. va P. ~~? typrsseac oe Po 

He is one of the original mem- sialaie duuk ieee ee May. 
bers of the educational bureau vice-president of the May com- 
af the Pint Manufactory atthe wel Sn 
‘ ’ : ? in front of the power shovel with 
terests, one va a a shovel of fresh turned earth is 
ment. ith his son, Wells Mar- 
tin, president, The Martin Var- 
nish Co., he operates an experi- 
mental farm near Winnipeg. 
where many varieties have been 
cultivated. 





Z. E. MARTIN 


State Association, who expressed 
his pleasure in attending the 


banquet and further urged at- 


tendance at the group meeting. 


Break Ground For New 


Ground was recently broken 
for the new quarters of the F. P. 
May Hardware Co., Washington, 
D. C., wholesale distributors, as 





Charles H. Tompkins Co., gen- 
eral contractors. To Mr. Tomp- 
kins’ right is Raymond G. Moore, 
representing Arthur B. Heaton, 
the architect. 

The front of the 
which is now under construction,” 
was shown in the June 7 issue of 
HarpwareE Ace. May’s new quar- 


N.Y. HARDWAREMEN HOLD 
3RD ANNUAL OUTING 





Good weather favored the | 
third annual stag outing held | 
recently by members of the 


Brooklyn Hardware Association, | 
Hardware Boosters, Hardware 
Square Club and Hardware & | 
Supply Dealers Association of | 
Manhattan and Bronx Boroughs. | 
The affair was in charge of a 
committee comprising: Ralph S. 
Allen, Diamond Expansion Bolt 
Co., secretary, Brooklyn Associa- 
tion and secretary of the Hard- 
ware Square Club; R. A. Atkin- | 
son; Roy C. Schmidt, Stanley 
Rule & Level Plant, and Arthur 
Shimell. 

Athletic events in the after- | 
nocn at Jones Beach, Long 
Island, created keen competition 
between salesmen and dealers. | 
The relay race was won by the | 
dealers’ team but the salesman’s | 


sack race, and three-legged race. | 


was enjoyed by more than. 140 | 


which the victors collected their | 
Atkinson spoke | 


Standing | 


Charles H. Tompkins, president, | 


building, | 





DAYTON DEALERS HOLD 
A DINNER MEETING 


Members of the Dayton Retail 
Hardware Dealers Association, 
| Dayton, Ohio, recently held a 
| dinner meeting at McCrabbs 
Beachwood Grove. Adolph Long, 
member of the Tri-Ad Club of 
| Montgomery County, gave a talk 
on game conservation in the state 
|of Ohio. Mr. Long told of a 
system devised by sporting clubs 
whereby various dealers turned 
their twenty-five cents on 
hunting licenses and ten cents on 
fishing licenses—over to those 
clubs for furnishing aid in propa- 
gation of game in the county. 


fees 


RUBBERSET CO. MOVES 

OFFICE TO NEW YORK 
| The Rubberset Co., Newark, 
| N. J., manufacturers of paint 
| and shaving brushes, has moved 
its general offices from the plant 
|in Newark to 75 West Street, 
| New York City. The Rubberset 
| Co. was recently purchased by 
|the Bristol-Myers Co. of the 
same address in New York. 


| 
| 
| 





May Hardware Building 


ters will have a frontage of 205 
feet with depth of 200 feet, pro- 
| viding 8000 square feet of space 
| for offices, sample and display 
| rooms, women’s rest rooms, men’s 
smoking room, lunchroom, etc. 
Adjacent to the display room 
will be a model retail hardware 


| store 20 by 60 feet, designed to 


assist dealers in planning their 
|own stores. The second floor 
will include an unique room, 





which will be air tight and sub- 
| ject to fumigation by gas to pro- 
| tect merchandise subject to at- 
| tack by moths, weevils, etc. The 
| company will continue to operate 
| a strictly wholesale business. 
Arthur May is president and 
| treasurer, Leo C. May is vice- 
| president and Charles W. Clay- 
ton is secretary. 


irene 
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SECRETARIES SUBJECT 
TO CODE HOUR RULES 


(From Our Washington Bureau) 


Private secretaries and secre- 
taries to executives in the retail 
trade must observe the maximum 
hour limitations of the retail 
code. This policy was announced 
recently when the NRA denied 
an application made by Henry 
C. Lytoon & Sons, Chicago, ask- 
ing for an exemption from hour 
provisions of the retail code “to 
the extent that the applicant be 
permitted to work private secre- 
taries and secretaries to execu- 
tives unrestricted hours regard- 
less of salary received.” 

Denial was recommended by 
the local retail code authority 
for Chicago, by the National Re- 
tail Code Authority and by the 
NRA advisers who considered 
the application. The order of 
denial was issued by Deputy Ad- 
ministrator Robert L. Houston. 

The petition of Lytoon & Sons 
said employment is not increased 
by reducing the working time of 
secretaries “say from five to six 
days per week.” It added that 
“the peculiar and necessary 
knowledge which a_ secretary 
must have can not be turned over 
to somebody else, and... the 
executive is therefore hampered 
and handicapped in trying to get 
along without a secretary for the 
one day in question.” 

The retail code fixes three 
groups of maximum hours: 40, 
4 and 48-hr. per week, applic- 
able to varying schedules of store 
hours. It also provides that all 
employees not under one of these 
classifications shall be limited to 
10 hours. 


FLIT PACKAGE SUIT 
WON BY STANCO, INC. 


Injunction proceedings insti- 
tuted by attorneys for Stanco 
Incorporated, manufacturer of 
FLIT, against Crown Products 
Steel Wool Company, Inc., of 
New York City, were concluded 
on Aug. 24 when Honorable 
Marcus B. Campbell, District 
Judge in the United States Dis- 
trict Court for the Eastern Dis- 
trict of New York, signed a per- 
manent injunction restraining the 
defendants from imitating the 
plaintiff’s distinctive package, or 
infringing their trade mark 
rights. In proceedings resulting 
in the injunction, Stanco In- 
corporated stated that Crown 
Products Steel Wool Company, 
Inc., were marketing an insecti- 
cide in a can which closely re- 
sembled that used for FLIT. 

The can used by the defendant 
was described as yellow with a 
black band in a position corre- 
sponding to that on the FLIT can 
with the name of the product in 
a type similar to that used on 
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| the Stanco product and that in 


| 


| place of the FLIT soldier—and 


| in a similar position on the can 





—was a woman in a posture sim- 
ilar to that found on the FLIT 
package. 

The product marketed by the 
defendants was said to have been 
sold in certain retail stores in 
New York City and investigation 
by members of the Stanco sales 
force disclosed a number of 
stores on the lower East side of 
the City selling the product. 

Immediately after the perma- 
nent injunction was granted by 
the Federal Court, Stanco In- 
corporated announced, through 
special advertising based on the 
injunction, that they would at 
all times protect the FLIT pack- 
age design and the FLIT name 
by injunction, if such a step 
were necessary to pretect its 
rights. A Stanco executive stated 
that the company would prose- 
cute any retail or wholesale 
dealer imitating the distinctive 
yellow and black design of the 
FLIT can, or any one who in 
any way attempts to infringe 
Stanco’s trade mark rights, and 
that Stanco’s salesmen are keep- 
ing careful watch for other pos- 
sible imitations of the FLIT 
package and should imitations 
be discovered, Stanco, after suf- 
ficient warning, will proceed im- 
mediately to apply for a restrain- 
ing injunction. 


JOHN CHATILLON & SONS 
ELECT OFFICERS 


At a recent meeting of the 
board of directors of John Chatil- 
lon & Sons, New York City, 
manufacturers of cutlery, scales 
and hardware, G. E. Chatillon 
was elected president. P. T. 
Bortell is vice-president, A. J. 
Chatillon is secretary and A. W. 
Fuchs is treasurer. Messrs. Bor- 
tell and Fuchs were added to the 
board of directors. 





NRA RETAIL CODE AMENDMENT PERMITS 
PROMOTIONAL CONTESTS INVOLVING SKILL 


(Washington Bureau of 
Hardware Age) 

NRA has announced approval 
of a retail code amendment, ef- 
fective Oct. 1, which outlawed 
lotteries, guessing contests and 
similar promotional “schemes of 
chance.” 

It was pointed out that the in- 
tent of the amendment is not to 
prevent a merchant from inviting 
the public to take part in legiti- 
mate contests in which merit or 
skill would be the determining 


factor. The purpose, it was 
stated, is to eliminate the gam- 
bling element. 

The addition to the code pro 
vides that when a contest is held, 
the rules shall be clearly defined 
and adhered to; it shall be 
judged by competent and disin- 
terested persons; and none of 
the employees of the establish- 
ment sponsoring the contest, nor 
members of their families, shall 
enter the competition. 





BELKNAP HARDWARE MEN 
WIN UNIQUE BALL GAME 


Teams representing The Bel- 
knap Hardware & Mfg. Co., 
Louisville, Ky., and Standard 
Sanitary Mfg. Co., Louisville, re- 
cently played an unique night 
baseball game. All players other 
than the pitcher, catcher and 
batter were mounted on donkeys. 
When the batter made a hit he 
had to mount a donkey and at- 
tempt to get around bases. Bat- 
ters were handicapped by the 
stubbornness of their mounts and 
fielders had difficulty picking up 
a ball. 

Three thousand people turned 
out to see the game which the 
Belknap team won by a score of 
6 to 3. Held at Parkway field 
under flood lights the game was 
one of four such games played 
during the week. 





LEO S. KOCH MOVES; 
TAKES ON NEW LINE 


Leo S. Koch, New York City, 
recently moved from 261 Fifth 
Ave., New York City, to 1150 
Broadway. He continues to 
handle the Wagner line of carpet 
sweepers and recently took on 
the representation for Great 
States Corp., Shelbyville, Ind., 


lawn mower manufacturers. 





700 SALESMEN AND DISTRIBUTORS ATTEND 
GENERAL ELECTRIC’S “CAMP MERCHANDISE” 


“Camp Merchandise,” annual 
meeting and exhibition spon- 
sored by General Electric’s Mer- 
chandise Department, was re- 
cently held in Bridgeport, Conn., 
with more than 700 G. E. sales- 
men and distributors. Sales man- 
agers for the various lines called 
attention to electrical appliance 
and construction materials de- 
velopment, while a special ex- 
hibit showed many new products. 

The exhibit covered 20,000 
square feet and featured prod- 
ucts of the merchandise, lamp 
and refrigeration departments of 
the company and of its various 
plants. In addition to products 
themselves, the sales promotion 
and advertising campaigns 





planned for each line were dis- 
played. 

Charles E. Wilson, vice-presi- 
dent in charge of the merchan- 
dise department, pointed out the 
meaning and purpose of the 
theme “Line Up for Leadership,” 
which was also the topic of an 
address by Owen D. Young, 
board chairman. 

William S. Meany, State Na- 
tional Housing Director, was in- 
troduced by Mr. Wilson, acting 
as toastmaster at a dinner and 
entertainment given for the dele- 
gates. His talk on the benefits 
that may be expected to derive 
from the National Housing Act 
was enthusiastically received. 





IMPLEMENT FEDERATION 
MEETS OCT. 10 AND 11 


The thirty-fifth annual conven- 
tion of the National Federation 
of Implement Dealers’ Associa- 
tions will be held in Chicago, 
Ill., Oct. 10 and 11. The Hotel 
Sherman will be the headquarters 


during the convention. 


A joint session will be held 
the afternoon of the 10th with 
delegates to the convention of 
the Farm Equipment Institute on 
the subject of codes. The joint 
session will meet at the Black- 
stone Hotel. Speakers at the 
joint session will be: J. A. Craig. 
Administrative Member; Fred 
Clausen, managing director, 
Farm Equipment Code, and 
David E. Darrah, managing di- 
rector of the Retail Farm Equip- 
ment Code. 

Any dealer in implements, 
whether a regularly elected dele- 
gate or not, will be welcome at 
all sessions. 

H. J. Hodge, Abilene, Kan., is 
secretary of the National Fed- 
eration of Implement Dealers’ 
Associations. 


HAUCK MFG. ACQUIRES 
MEAD-MORRISON DIV. 


Hauck Mfg. Co., Brooklyn, 
N. Y., oil burning appliances, has 
announced that it has purchased 
the assets and good-will of the 
oil burner division of the Mead- 
Morrison Mfg. Co. Hauck Mfg. 
Co. will continue the manufac- 
ture of and stock spare parts for 
the portable Handi-Forges for 
rivet heating and portable torches 
for general heating. 





STEWART-WARNER 
MAKES CHANGES IN 
ITS STAFF 


The Stewart-Warner Corp.. 
Chicago, Ill., has announced 
that Frank A. Hiter, vice-presi- 
dent and general manager, is 
now in direct supervision of ra- 
dio sales, having assumed the 
duties of O. F. Jester, who re 
cently resigned. A. B. Dicus has 
been appointed sales promotion 
manager. 
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BRIEF ITEMS OF INTEREST TO HARDWARE MEN 





Sam Barth & Louis Finhold 
have moved Barth Hardware to 
a new location in Decorah, Iowa. 





F. W. Kupper has purchased 
the hardware business of Albert 
Ayen, 4423 N. Oakland Ave., 
Milwaukee, Wis. 





William Hanson recently re- 
signed as deputy sheriff to re- 
sume charge of his hardware 
store at New York Mills, Minn. 





Lamoni Hardware Co., La- 
moni, Iowa, has closed out its 
stock. 





Service Hardware, Dunkirk, 
N. Y., recently moved to larger 
quarters in the Lester Block. 





The Calumet Hardware Co.. 
Calumet, Mich., recently opened 
its new store. Harold Silven is 
manager. 

Brown, Lynch, Scott Hardware 
has new quarters at 312 Locust 
St., Sterling, TIl. 

R. J. Gump has opened a new 
hardware store at 5508 Carthage 
Ave., Cincinnati, Ohio. 

E. T. Alderman Hardware, 
Portola, Calif., was recently de- 
stroyed by fire. 








J. Harrison has purchased the 
interest of B. F. Hammond in 
Ocean Beach Hardware, Ocean 
Beach, Calif. 





Trimble Hardware, Liberty, 
Mo., was recently destroyed by 
fire, 

The Francke & Switzer Hard- 
ware & Implement Co. has 
_ for business in Thomson, 
1. 





The C. T. Henson Hardware 
& Roofing Co. recently opened 
business on S. Main St., Villa 
Grove, IIl. 





Warner Weiland has purchased 
Boyle’s Hardware & Houseware 
store at 7340 Frankford Ave., 
Philadelphia, Pa., and is now 
operating the business under his 
own name. 

C. Spears has opened a hard- 
ware store in Yreka, Calif. 





Harold Daugherty is now man- 
aging the hardware store of 
Daugherty & Son, Belleville, 
Ohio, his father, J. M. Daugh- 
erty, having retired recently. The 
elder Daugherty started in busi- 
ness in 1878, 
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The hardware store of Otis 
Dickey, Kim, Colo., was recently 


badly damaged by fire. 





Park Hardware Co., Sevire- 
ville, Tenn., was recently organ- 
ized by O. C. Delozier, Earl Con- 
naster and Ralph M. Denton. 





W. C. Carlton was recently ap- 
pointed manager of the hard- 
ware department of the Mutual 
Stores, Inc., Mulberry, Fla. The 
department has been renovated 
and new equipment has been 
added. 





O’Dea Hardware & Paint Co., 
Des Moines, Iowa, will occupy 
new quarters at 607-613 E. 
Locust St., when the building re- 
cently started is completed. The 
firm has been located on E. Sixth 
St. since 1903. 





M. McIntosh Hardware Store, 
Quincy, Calif., was recently dam- 
aged by fire which swept through 
part of the town’s business sec- 
tion. 

The Sterling Hardware Co., 
Lexington, Ky., will move from 
the Walton Bldg., to quarters 
across the street. 





Paul Andrews has acquired 
the interest of his brother Walter 
Wild Andrews in the Andrews 
Hardware Co., Jackson, Ala. 





R. W. Malone has purchased 
the assets of the Davidson-Ma- 
lone Hardware Co., Cocoa, Fla., 
and is now operating the busi- 
ness as Malone Hardware Co., of 
which he is the sole owner. The 
interior of the store has been 
remodeled. 





A. G. Whitehead, who operates 
a hardware business in Camilla, 
Ga., recently opened the Georgia 
Hardware Co. in Albany, Ga. 





C. V. Rice, Cheyenne, Okla., 
hardware and furniture dealer, 
is erecting a new building. 





The Modern Hardware Co.., 
Haines City, Fla., has added 
space in the adjoining building. 





The T. J. Heichel Hardware 
store in Loudonville, Ohio, has 
moved from the F. P. Young 
Bldg., W. Main St., to the south- 
west corner of Main and Water 
Sts. 

Duval-Wallace Hardware Co., 
Deer Lodge, Mont., recently 
opened in quarters formerly oc- 
cupied by the O’Neill Hardware 
Co. David Dorward is manager 





of the business, other partners 
being F. J. Duval and W. C. 
Wallace. 





Fire recently damaged the 
Larsen Hardware store in Hamil- 
ton, N. Y., which was purchased 
in July by H. W. Beecher, Syra- 
cuse. 





The hardware store of Karl 
Lockstrom, Lindsborg, Kan., has 
a new front. 





Walter J. Shaughnessy, who 
withdrew from the former 
Shaughnessy-Hobbes store in 
Utica, N. Y., recently opened the 
Shaughnessy Hardware Co., Inc.. 





123 Genesse St. 





| 

Earl Babbitt, Massena, Iowa, 
recently sold his store to W. C. 
McCurdy. Mr. McCurdy, who | 
has been local postmaster for | 
many years, previously operated 
hardware stores in Massena some 
time ago. Mr. Babbitt expects 
to devote his attention to his 
farm after a rest and tour. 








Russell George, formerly of 
George Hardware, Grinnell, 
Iowa, recently opened a_hard- 
ware store in Mt. Pleasant, Iowa. 





Fire recently damaged the 
Hanley & Warren Hardware 
Store in Harrington, Del. 





The Paris, Ky., hardware 
store of Ford & Co. has been 
sold to Victor O’Neal, manager 
for the past several years, and 
Dr. R. R. McMillan. Mr. O’Neal 
will continue to manage the 
business which will retain the 
name Ford & Co. 

The Aronson Hardware Co., 
1415 First Ave., Seattle, Wash., 
recently added an electrical ap- 
pliance department. 





The store of the Oregon Hard- 
ware Co., Wallowa, Ore., was re- 
cently destroyed by fire. 





W. T. Taylor has moved his 
hardware store in Elizabeth City 
to New Bern, N. C. 





Williams Hardware Co. re- 
cently opened at 70 S. Main St., 
Salt Lake City, Utah. John B. 
William Tiemersma, son of the 
owner of the business, manages 
the store, aided by the former 
manager of a local department’s 
hardware department. 





W. H. Arnold & Co. has 
opened a hardware and grocery 
business in the Finley Bldg., W. 





Center St., Madisonville, Ky. 


W. C. HELLER ACQUIRES 
J. D. WARREN MFG. CO. 


W. C. Heller & Co., Mont- 
pelier, Ohio, manufacturers of 
hardware store fixtures recently 
acquired the business of the J. D. 
Warren Mfg. Co., Quincy, IIl., 
hardware display fixture makers. 
All Warren manufacturing ac- 
tivities and executive offices are 





B. W. HAVERFIELD 


now in the same plant with the 
Heller organization, although the 
Warren company will be oper- 
ated separately from the Heller 
company. Warren fixtures will be 
produced in the same quality as 
in the past and the same poli- 
cies and service will be main- 
tained. The former Warren plant 
at Quincy has been sold to the 
Huck Mfg. Co., Quincy. 

Both companies have long 
specialized in the designing and 
manufacturing of sectional hard- 
ware store fixtures, display 
tables, nail counters, fish-rod 
racks and other retail store ac- 
cessories. Consolidation of the 
two organizations under one roof 
will enable quicker shipments on 
rall orders. 

The Heller company has been 
manufacturing and designing 
store fixtures for nearly forty-five 
years and the Warren company 
was established forty-two years 
ago, by the late J. D. Warren, 
who patented the first standard 
glass front display system of fac- 
tory made fixtures for retail hard- 
ware stores. 

B. W. Haverfield has tem- 
porarily retired from active busi- 
ness and has as yet announced 
no plans for the future. For the 
past seventeen years he actively 
managed the Warren business as 
vice-president and treasurer. 

Officers of W. C. Heller & Co., 
Inc., are: president, E. G. 
Heller; vice-president, E. S. Tay- 
lor and treasurer, J. B. Heller 





Fire recently razed the building 
and stock of the Trimble Hard- 
ware store at Liberty, Mo. 

















DAVID EDWIN BIRCH 
David Edwin Birch, 74, for | 


sixty-two years active in the| 
hardware trade, died recently in 
Concordia, Kan. At the age of 
twelve he became a clerk in a 
hardware store and as a young 
man went to Wichita, Kan., | 
where he worked as bookkeeper 
and clerk for the hardware firm 
of Busants & Butler. Later he 
travelled out of Atchison for Leu | 
& Sons, manufacturers of tin- | 
ware and jobbers of stoves. In 
1886 he became identified with 
Blish, Mize & Silliman Hardware 
Co., Atchison, Kan., wholesale | 
hardware distributors, for whom 
he had travelled ever since. Mr. 
Birch and his son were owners 
of the Birch Hardware Co., Con- 
cordia, Kan., one of the town’s 
oldest business firms. 

Mrs. Birch, a son and daugh- 
ter are among his survivors. 


CHARLES I. BECK 
Charles I. Beck, 74, for fifty- | 


five years a hardware dealer in | 
S. Orange, N. J., died recently | 
in his summer home in Bradley 
Beach, following an illness of | 
several months. Mr. Beck re- | 
tired from the business two years | 
ago. He was active in civic 
affairs, was president of the S. 
Orange Building & Loan Asso- 
ciation, for more than thirty 
years, a director of the S. Orange 
Trust Co., a member of the S. 
Orange Sinking Fund Commis- 
sion and was at one time a mem- 
ber of the S. Orange Board of 
Assessments. 


Two sons survive Stanley 
Beck, having associated with 
him in the business. Three 
daughters also survive. 





F. L. STELLWAGEN, JR. 


Fred L. Stellwagen, Jr., 43, 
died at his home in Ridgewood, 
N. J., on Sept. 19. In 1930 he 
and his father organized the firm 
of Fred L. Stellwagen & Son, 12 
Warren St., New York City, 
manufacturers’ representa- 
tives. His hardware career be- 
gan with John H. Graham Co., 
and later he was associated with 
the Clinton Wire Cloth Co. and 
J. C. McCarty Co. He served 
with the American Expeditionary 
Forces during the World War. 
He had a wide acquaintance in 
the East, South and Southwest. 
Mrs. Stellwagen, Jr., a son, his 
parents and a sister survive. 


LUTHER C. MceNEAL 

Luther C. McNeal, 93, died 
recently in Rochester. For 55 
years Mr. McNeal was associ- 
ated with Mathews & Boucher, 
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| in hardware stores today. 


Rochester, N. Y., 40 years of | 
which he was manager of the | 


| retail department. He_ began | 
| working with the company when 


it was known as_ Hamilton | 
Brothers. He retired from | 
Mathews & Boucher in 1928, | 


| shortly after which he went to 


live in a Presbyterian Home in 
Rochester. 

While with Mathews & 
Boucher he was granted a num- 
ber of patents on items handled 


GEORGE DOTT 

George Dott, 76, for more than 
eighteen years with the Thomson- 
Diggs Co., Sacramento, Calif., | 
wholesale hardware distributors, 
died recently. He started his | 
bussiness career with Dunham, | 
Carrigan & Hayden Co., San | 
Francisco, wholesale hardware | 
distributors. He had also been | 
with Seattle Hardware Co., Seat- | 
tle, Wash.; Whiton Hardware | 
Co.; Jensen-King-Byrd Co., and | 
Craigin & Co. 

Mr. Dott devoted most of his | 
business career to catalog com- 
pilation. 





JOHN H. HARTMAN 


John Howard Hartman, presi- 
dent, Hubley Mfg. Co., Lancas- 
ter, Pa., toy manufacturers, died 
recently at his home in that city, 
following a long illness. Follow- 
ing graduation from college he 
joined the Hubley company and 
after holding various positions 
became manager in 1905 and 
president in 1910. 


THEODORE SHUCKING 

Theodore Shucking, 65, presi- 
dent, Palace Hardware Co., San 
Francisco, Calif., died recently 
at his home following a long ill- 
ness. He went to San Francisco 
from Baltimore, Md., more than 
18 years ago. He received his 
early training in the hardware 
business with the firm of Hunt- 
ington, Hopkins Co. 





0. C. MINER 


O. C. Miner, Greene, Towa, 
hardware man since 1896, died 
recently at the age of 70. He 
was for a few years a partner 
in the Miner & Bonwell Hard- 
ware Store. In 1919 Mr. Miner 
formed a partnership with Dean 
Curtis, which continued until 
1933, when the business was 


sold. 


ALBERT L, GLUCK 


Albert L. Gluck, 63, Youngs- 
town, Ohio, hardware dealer, 
died recently following an_ ill- 
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ness of ten days. For the past 
fifteen years he had been sole 
owner of the Gluck Hardware 
Store on Market St., having been 
a part owner of the business for 
twelve years previous. 


HENRY H. MILTON 


Henry H. Milton, 55, Monroe, 
N. C., hardware dealer, died of 
heart failure in the store of the 
Milton Hardware Co., operated 
in that town by himself and his 
brother Clifton. Thirty years 
ago Mr. Milton went to Monroe, 
becoming associated with the 
Monroe Hardware Co. He en- 
tered business for himself nine 
years ago. Mrs. Milton and a 
son survive. _ 


ASA W. VICCELLIO 

Asa W. Viccellio, Chatham, 
Va., hardware and farm imple- 
ment dealer, died recently at his 
home. For several years he was 
engaged in the farm implement 
business. More recently he had 
been identified with the Vir- 
ginia Hardware Co., of Danville. 


HERBERT L. MILLS 


Herbert Lee Mills, 66, retired 
hardware retailer, who had oper- 
ated a store in New Britain, 
Conn., from 1891 to 1929, died 
recently. Prior to entering busi- 
ness in New Britain he had been 
connected with the Ore & Lockett 
Hardware Co., Chicago. 


WILLIAM E. GARDNER 


William E. Gardner, 45, Wil- 
son, N. C.. hardware dealer died 
recently in a Washington, D. C., 
hospital, following a long illness. 
As a young man he associated 
with his father in the hardware 
business and later operated his 
own business. 


GEORGE W. STRELINGER 


George W. Strelinger, 76, for 
many years with the Charles A. 
Strelinger Co., Detroit, Mich., 
hardware dealers, died recently 
in a hospital in Pontiac, Mich. 
He is survived by Mrs. Strelinger 
and two sons, Charles G. and 
Godfrey. 

HAROLD S. COOKE 

Harold S. Cooke, for 28 years 
with the D. P. Harris Hardware 
& Mfg. Co., New York City, died 
recently at his home. He trav- 
eled over practically the entire 
country selling bicycles and 
roller skates. 


CHARLES T. MOORE 
Charles T. Moore, 48, for six- 
teen years a member of the hard- 
ware firm of Harkey & Moore, 

Sharon, Tenn., died recently. 


IVEY C. NANCE 
Ivey C. Nance, 68, died re- 
cently in his hardware store at 
| Troy, N. C. He had been identi- 
fied with the hardware business 
in his county for the last 38 
years. 


GEORGE W. WALTHALL 


George W. Walthall, 57, presi- 
dent, Kenbridge Hardware Co.. 
Kenbridge, Va., and a director of 
the Bank of Kenbridge, died re- 
cently at a Richmond hospital. 





ROBERT L. MOIR 


Robert L. Moir, 70, Leaksville 
Hardware Co., Leaksville, N. C., 
died recently at his home in that 
town. He had operated his hard- 
ware store for more than 40 
years. 





HENRY D. LORICK 
Henry D. Lorick, 59, vice- 


president and secretary, Lorick 
& Lowrance, Columbia, S. C.., 
hardware firm, died _ recently. 
Mr. Lorick was active in civic 
affairs. 


H. P. COLT 


H. P. Colt, treasurer, Haw 
Hardware Co., Ottumwa, Iowa, 
died recently. He started with 
the company in 1893 as a book- 
keeper and had been treasurer 
since 1910. 


CHARLES FORD 


Charles Ford, 54, Haynes 
Hardware Co., Emporia, Kan., 
died recently from a heart at- 
tack. He had been with the 
company for 26 years. 


J. E. BARTER 


J. E. Barter, Ridgeway, IIl., 
who operated Barter Hardware 
for the past 44 years, died re- 
cently. Two sons survive and 
are continuing the business. 





W. F. PURYEAR 


W. F. Puryear, 72, Dumas, 
Ark., hardware dealer, died re- 
cently while attending a meeting 
of the Dumas Business Men’s 
Club. 


WALTER C. ROUTH 


Walter C. Routh, 53, former 
credit manager, Montgomery & 
Crawford, Inc., Spartanburg, S. 
C., died at his home recently fol- 
lowing an illness of three years. 


BRUCE HAWKE 
Bruce Hawke, Waynesboro, 
Ohio, a member of the Browne 
Hawk Hardware Co., died re- 
cently. 
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do-yaire gout haadivate business 


“Dear Jim: 


‘So you're going into the hardware business, 
and starting where I started, many years ago. 

‘‘Here’s a word of advice from an old-timer: 

‘It’s more important in these days than ever 
to steer clear of doubtful products. If you carry 
merchandise that’s backed by the names of well- 
known concerns, you'll be taking a long step 
toward building up customer good-will. You'll 
be going ahead on the basis of reputations 
already established. 

‘Take Bethlehem Bolts and Nuts, for in- 
stance. They're made by a company with a com- 
plete steel-making background, whose products 
are known everywhere. They're little things; 
but, make no mistake, they can be representa- 
tive of everything you stand for. Clean, strong, 
accurately threaded—they're right up to the 
mark. They're always dependable. 

“Good bolts for your customers to use, 


Jim, are the ones that are good for you to 


OCTOBER 11, 1934 









sell. And that goes for every hardware item.”’ 
* * * 

Bethlehem Bolts are always dependable, and 
up to the mark. And no wonder. They're made 
in their own big plant at Lebanon, Pa., under 
the direction of specialists in bolt and nut manu- 
facture. And they're made of Bethlehem steel, 
specially selected by our metallurgists and 
engineers as most suitable for the purpose. 

Your jobber can supply Bethlehem Bolts 
promptly. 

BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


District Offices: Atlanta, Baltimore, Boston, Bridgeport, Buffalo, Chicago, Cincinnati, Cleveland, 
Dallas, Detroit, Houston, Indianapolis, Milwaukee, New York, Philadelphia, Pittsburgh, 
= = St. Louis, St. Paul, Washington, Wilkes-Barre, York. Pacific Coast Distributor: 
ie Pacific Coast Steel Corporation, San Francisco, Seattle, Los Angeles, Portland and 
sy , Honolulu. Export Distributor : Bethlehem Steel Export Corporation, New York 
a 


fa BETHLEHEM 
(5 BOLTS*"*NUTS 
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FHA Loans Aggregate Three Million Dollars 


downspouts. Next came repair of 
plumbing systems. 

The purpose to which these first 
loans are to be put, however, covers 
a wide field. Some home owners, 
due to increases in their families, 
need an extra room. Others desire 
new hot-water systems, new plumb- 
ing fixtures. Among the reasons 
given for the borrowing of these 
funds might be mentioned: 

Improved kitchen units of the set- 
in type, domestic incinerators, oil 
burners, steel framed door and win- 
dow stripping, new steel garage 
doors and air conditioning. One 
financial agency reported a loan 
made for the repair of a steel fence 
and the reconstruction of a_ bird 
fountain in the garden of the home 
at the rear of the house. 

All of this “made activity” has 
had a highly beneficial effect on the 
hardware trade. It has, indubitably, 
increased employment in a business 
field desperately needing a revival in 
activity and while the FHA has thus 
far centered its entire attention on 
the repair and improvement of ex- 
isting housing, it will shortly launch 
a drive for new construction which 
must prove of even greater benefit. 

The Federal Housing Administra- 
tion has helped and is helping the 
hardware trade in another way. It 
was largely through the publicity 
given the better housing movement 
that hardware, the “jewelry of the 
home,” regained its proper apprecia- 
tion. 

Today the builders of better-type 
homes in Washington, New York and 
other population centers pay atten- 
tion to what was heretofore re- 
garded as affairs of secondary im- 
portance. They have, for example, 
learned that the prospective home 
buyer likes the distinctive touch. 
They have learned that with the old 
hand-wrought, strap-hinge, an artis- 
tically designed knob, the monastic- 
type bell ring and lock, the entrance 
to a home may be given a touch 
which means a sale. 

In the interior of the modern home 
the open fireplace is again becoming 
a feature of first importance, build- 
ers say. The artificial gas logs will 
no longer do and the fancy of the 
home-buyer now runs to unique and- 
irons, screens and tongs. 
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(Continued from page 45) 


Below stairs the compact oil- 
burner makes room for laundry ma- 
chinery, tubs and other metal manu- 
factured appliances which go to 
make living more comfortable. In 
the same manner the all-metal garage 
with automatic door opener is be- 
coming standard. 

All in all, the better housing pro- 
gram of the Federal Housing Admin- 
istration already has put new life in 
the hardware trade and it promises 
to become one of the greatest busi- 
ness-building forces of modern times 
when it gets its full program under 
way. XN 
Among those industries that have 
taken an active interest in the move- 
ment are members of the hardware 
industry, they have not only ex- 
pressed their complete support but 
have pledged their active efforts to 
make the program a success. 

Not only have many of the hard- 
ware manufacturers promised to sup- 
port the Better Housing Campaign, 
but they have also followed up their 
promise by performance. The hard- 
ware :nanufacturers realize that mod- 
ern merchandising starts at the 
source of supply and proceeds down 
through entire distribution scheme to 
the ultimate consumer. And he has 
so shaped his campaign as to assist 
the wholesaler and retailer. 

Hardware wholesalers have taken 
up their full share of responsibility 
by making an aggressive effort to 
back up their retail outlets to the 
uttermost. They are supporting and 
wherever possible participating in 
cooperative advertising and _ sales 
promotion activities of the trade in 
their community. They realize that 
they must maintain adequate stocks 
and make prompt deliveries, and that 
they can further aid the whole move- 
ment by educating and stimulating 
their salesmen to do more effective 
missionary work by advising and 
assisting the retail dealers where ad- 
vice and assistance will contribute to 
the success of the Better Housing 
Program. 

Hardware dealers in their respec- 
tive communities are cooperating to 
the uttermost with their local Better 
Housing Committees. Many of them 
have found that by making a de- 
tailed survey of the homes and busi- 
ness property in the communities 


that they have been able to deter- 
mine not only what is needed in 
present improvements contemplated 
by the owner but what the property 
lacks in the way of hardware that 
can be suggested. They have listed 
all possible improvements for future 
quick reference and then have sold 
the property owners the idea of good 
hardware. 

The hardware dealer can demand 
and should demand of the manufac- 
turers who supply him that they get 
into the Better Housing Campaign 
with him. Then he should use the 
printed material and other sales aids 
with which they furnish him. But 
the most successful have used the 
literature constructively. They have 
flooded the property owner with the 
vast amount of assorted pamphlets, 
booklets, etc., with the hope that he 
would wade through it all, select 
what he desires and then call the 
dealer in. That may be a grand 
theory but it does not work out in 
practice for property owners are 
busy men. These aids are necessary, 
important in any sales campaign, but 
in the final analysis it is the sales- 
man who gets the order. 

The live hardware dealer will se- 
cure from the general committee in 
his community pledge cards that are 
available for his use but he will not 
depend upon them entirely. The 
general committee’s job is to sell 
modernization; not individual jobs. 
Some property owners will fill out 
pledge cards on the spot; others will 
first want to think things over. The 
hardware dealer and the salesman 
should go to these people, assist them 
to do their thinking and direct that 
thinking toward the use of better 
hardware. 

Every man in the hardware indus- 
try will profit by getting behind the 
Better Housing Program in a big 
way. For the first time, individual 
campaigns of the Better Housing type 
have a backing of the Federal Gov- 
ernment. The momentum of this na- 
tional movement not only shows the 
owner that he can stop the depre- 
ciation of his property, due to the 
elements and neglect, but, by the 
power of the National Housing Act. 
it provides him with a method of 
obtaining the money needed for re- 
pairs and improvements. 
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What every merchant should know 


















THE WORLD’S GREATEST 
SHOW WINDOW 


HE AMERICAN WEEKLY—like a 
fads show window—is filled with 
s0 many interesting things that more 

. than 20,000,000 people each week stop 
| to see what is displayed there. 

When products you sell are adver- 
tised in this Mighty Magazine (reach- 
ing 1 out of every 5 families in the 








nation) it will pay you well to feature 
these products in your own window— 
on your own counters—and in your 
own advertising. 





















































The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 
Rare ood WEEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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GARDENING 
HABITS 
SHATTERED 





As Far Back— 


as 


memory serves, gardening, espe- 
cially hoeing, has been associated 
with backaches, and long hours 
of hard, tedious work. 


Today, GARDEX brings a 
NEW TYPE of garden tools that 


end such discomfort. 


New in design, different in 
principle, GARDEX Tools are 
designed in accordance’ with 
basic natural laws, giving them 
that shape and form which offer 
the least resistance to the soil, 
and require the least human ef- 


fort to operate. 


AN AGE-OLD HABIT IS 
CHANGED — HARD WORK 
BANISHED — GARDENERS 
AND FARMERS WILL FLOCK 
TO THAT NEW, FASTER, AND 
BETTER METHOD. 


Dealers everywhere profit by 
that change—There’s a wealth of 
very profitable business for you. 


Get all the facts about the 
New GARDEX Tools, and place 


your orders well ahead. 


Write us now—today! 


GARDEX 


Inc. 


Farm and Garden Tools 
Michigan City Indiana 
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Safety League Aims to 
Aid Roller Skating and 


Bicycling 





BOYS! GIRLS! 


3-IN-ONE 
SAFETY 
LEAGUE 


EMBLEM 











Zz 





If you roller- 


4 skate or ride 
= ey — join 
Y the 3-in-One 

~ nal 265644 


League and 
wear thisemblem. Costs nothing! 
Ask us for free Safety Test and 
membership blank. 


DEALER’S NAME 











Advertisement furnished free to 
dealers 


O insure safety for the bicycling 
and roller skating sports and. to 
work toward better national 
safety for children a Three-In-One 
Safety League sponsored by the Three- 
In-One Oil Company has recently been 
organized. Membership in the League 
is to be carried on through cooperation 
of hardware and sporting goods dealers 
throughout the country. 
Under the slogan of Caution—Cour- 
tesy—Cooperation, the League will 





arse OIL ASKS YOUR 


CO-OPERATION IN ORGANIZING 


A SAFETY LEAGUE 


(PLEASE BEAD DETANS INSIDE) 


Cover of Instruction Manual sent to 


40,000 dealers 


Official Em- 

blem of the 3- 

in-l Safety 
League 


seek to teach children the technique of 
riding and caring for their bicycles, 
general traffic rules and to provide safe 
places for them to ride. It is felt that 
this undertaking will not only make 
for safer amusement in children’s fav- 
orite sports now but will familiarize 
them with traffic rules for later when 
they become automobile drivers. 

On September 10, instruction man- 
uals with order blanks went out to 


gy SAFEREREST | 
Lf) sare tieue 
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Cover of Safety Test and Member- 
ship Application Blank 


more than 40,000 dealers of the Three- 
In-One product. Dealers may order as 
much Safety League material including 
safety tests, advertisements and dealer 
aids as they need. 

Membership is open to children be- 
tween the ages of 6 and 16 years. They 
will make application through the 
dealers and will be given safety test 
blanks by them. On the tests they 
must answer such simple questions as 
“Where is it safe to ride a bicycle?” 
“Ts it ever safe to ride fast in traffic?” 
“Where should a bicycle be left to in- 
sure its care?” etc. If they pass this 
test successfully, they will be awarded 
a pin or felt, emblem bearing the 
League’s three C’s insignia. 

“The Three-In-One Safety League,” 
according to Miss Nancy Frazer, its 
secretary, “will fill a long felt need 
for the proper observance of bicycling 
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NOT ALL pocket books 


are the same size— 


Neither are all houses alike, nor all heating requirements the 
same. That’s why the AMERICAN Oil Burning Heater is 
made in a number of different sizes and models, so that you 
can always supply your customers and prospects exactly what 
they need and at a price that suits them 


With American Heaters You Can 
Talk “Results” 


Appearance alone is not enough, however. Results are even 
more important. AMERICAN Oil Burning Heaters embody 
the most approved and satisfactory construction, so as to give 
perfect heating comfort in all weathers. With these heaters 
you can base your sales talk entirely on the results which the 


user will get. 





Ten Different 
Models 


The AMERICAN Line of Oil 
Burning Heaters comprises Cir- 
culating Sun-Flame Heaters, Cir- 
culating Blue-Flame Heaters, 
Radiating Sun-Flame Heaters and 
Portable Heaters. The illustra- 
tion on this page shows the No. 
95 Sun-Flame Circulating Heater, 
the No. 94 Sun-Flame Radiating 
Heater and the 500 Portable 
Keron Heater. Our catalog illus- 
trates all different models and 
sizes, and gives complete specifi- 
cations and descriptions. 


Where 


Appearance 
Counts 


Any heating appliance which 
must be located in a living room 
should be as attractive and appeal- 
ing in appearance as itis possible 
to make it. But in order to do 
that, it is not necessary to have 
the heater look like a music box or 
a sideboard. The AMERICAN 
Oil Burning Heater Line is the 
most beautiful in appearance that 
there is; yetit looks exactly what 
it is—a real heating appliance. 











Fuel Economy 
Is Another 
Important Point 


Appearance? Yes! Results? Yes! 
Fue Economy? Most assuredly! 
Genuine Detroit Constant Level 
Valve, automatic draft regulator, 
giant size heating surfaces, long 
fire travel—allcombine to make it 
possible to get the utmost heat 
from the fuel consumed. In addi- 
tion, these heaters operate on 
low-priced distillate or No. 1 Fuel 

- Oil. And with it there isa saving 
in labor, and utter freedom from 
dirt and trouble such as you have 
with other types of heating 
equipment. 


The Selling 
Season Is Here 
Now 


Don’t wait any longer but write 
immediately for full details about 
AMERICAN Oi] Burning Heat- 
ers. Allaround you are hundreds 


AMERICAN 
Oil Burning 
HEATERS | 


of prospects who want the clean- 
liness and convenience of oil heat. 
Let them know you are selling the 
AMERICAN Line of oil heaters 
Let them see the heater in use 
how adequate in construction, 
how simple in operation and how 
satisfactory it will measure up to 
their needs. 








A Beautiful, Modern Design 


We commissioned Walter Dorwin Teague, the dean ot 
America’s industrial designers, to create a design which should 
be outstanding in every respect. The instant and universal 
approval which dealers and users alike give to AMERICAN 
Heaters is the best proof of how well he succeeded. With 
perfect proportions, simple lines, and by using gleaming 
chromium trimmings on a background of durable, walnut- 
brown crystalline baked-on enamel, he has created a heater 


that will prove a real pride in every home. 


OCTOBER 11, 1934 


We Will Help You 


We have a complete line of effective dealer helps—displays, 
folders, newspaper ads, sales suggestions, etc.—that will make 
it easy for you to dig up prospects and close sales. Write for 
our catalog, price list and dealer discounts. You will find that 
the AMERICAN Oil Heater Line is such that you can go 
after every sale with full enthusiasm because of the satisfaction 
it brings to your customers and the profit it brings to you. 


AmerRICAN Gas Macuine Company, Inc. 
ALBERT LEA, MINNESOTA 


Branches: 360 Furman Street, Brooklyn, New York 
4242 Hollis Street, Oakland, California 
Manufacturers of a complete line of Liquid Fuel Appliances including 
American Oil Burning Heaters, Krrcuencoox Instant Lighting Kitchen Stoves, 
Kampcoox Camp Stoves and Reapy-Lire Gasoline Lamps and Lanterns. 
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UALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and _ public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
aext. time he is in. 


Buy From Your Jobber 


cea AQ ILE EN conics 


3200 BELMONT AVE., CHICAGO 
DEE a 
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as a national sport. It has come back 
into its own during the last three or 
four years but no official notice has 
been taken of its existence nor has any 
successful attempt been made to cope 
with the traffic hazards which have 
grown so enormously since thirty or 
more years ago when bicycling was a 
fad. 

“Every child is a potential bicyclist 
and, whether he owns one or not, he 
has an inherent desire for personal 
transportation. Last year 420 persons 
lost their lives and 15,910 were injured 
in bicycle accidents. Many of these 
could have been prevented and because 
of the hazards involved many children 
are denied bicycles by their parents. 

“Through proper training and in- 
stilling the knowledge of what consti- 
tutes safety, the hazards will be low- 
ered. The League plans to concen- 
trate on securing safe places for chil- 
dren to ride, particularly in crowded 
metropolitan areas. Adequate bridle 
paths for horseback riding have been 
provided in most cities but up until 
now not enough cognizance has been 


taken of the necessities for like routes 
for bicyclists.” 

While this League is being forwarded 
by the Three-In-One Company, every 
effort is being made to keep it free 
from commerciality. Children are not 
required to buy anything and the com- 
pany makes no promises to its dealers 
when it asks them to ceoperate that it 
will increase their business. It rather 
is enabling them to perform a real civic 
service and to form friendships with 
the youth of their communities. 

The undertaking has the backing of 
the foremost traffic and child welfare 
experts in the country and, according 
to Miss Frazer, unlimited possibilities 
are foreseen through the interest that 
has already been evidenced by dealers, 
cycling clubs and Chambers of Com- 
merce in various sections of the coun- 
try. 

The Three-In-One Safety League has 
opened its headquarters at 80 Varick 
Street in New York City. Any com- 
munications or questions about it may 
be addressed there to Miss Frazer. 





Nancy Frazer, secretary of the Three-in-One Safety League, signs up first recruit 

at Englewood, N. J., while Frank Wilkening, proprietor of the Englewood Hard- 

ware Company, looks on. Forty thousand hardware and sporting goods dealers 

throughout the country are cooperating in the movement sponsored by the 
Three-in-One Oil Company. 





Sterling ““Dualized” 
All Climate Fence 


Sterling “Dualized” All Climate fence 
was recently announced in a_ broadside 
entitled “Battle of the Elements.” The 
broadside features the “dualized” process 
of galvanizing and includes pictures of 
enlarged sections of the fence. Rust and 
corrosion resisting qualities of the fence 


are described. By the “dualizing” process 
of galvanizing a heavy and even coating of 
pure zinc is fused to the entire outside 
surface of copper-bearing stee! wire. The 
zinc coating will not crack nor peel and 
resists rust and corrosion, says the maker. 
This line will be sold under exclusive 
agency arrangements with one dealer in 
each locality. Northwestern Barb Wire Co., 
Sterling, Tl. 
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The New Dublecote 


Thick Butt Multi Shingles 


Like heavy duty tires, Dublecotes are extra 
thick and extra heavy where the wear is greatest 
—an argument that appeals to thrifty home- 
owners who want the most for their money. 


RECOVER RIGHT 


with 


OCTOBER 11, 1934 





ITH the passage of the National Housing Act to stimulate 

home construction and remodeling, Barrett announces the 
new Dublecote Shingles in three new colors. Here you have what 
it takes to build profitable roofing sales —an expanding market 
and new quality products to please the most discriminating 
customers. 

Barrett Dublecote Thick Butt Multi Shingles and Barrett Mas- 
sive Dublecote Multis have three butts to the strip. They are 
double asphalt-coated and double mineral-surfaced on the butts 
only, thus providing double strength where the wear is greatest, 
longer life, extra insulation and increased fire-resistance. 

Dublecote Multis come in six attractive colors and blends—in- 
cluding the new Forest Green, Gray-Stone and Tile Red. Their 
extra thickness makes heavy shadow lines on the roof. 

*Phone, wire or write for complete information. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK,N. Y. 
2800 So. Sacramento Ave., Chicago, III. Birmingham, Alabama 
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DIETZ ($250) 
VOLUNTEER 


FIRE EXTINGUISHER 


A Seleble Item; 
Every Household 
Needs One or More 


Asx your customers whether 
they have any kind of fire ex- 
tinguisher in their home or ga- 
rage. You will find that most of 
them have no emergency fire 
protection at all. 

This means that you have a 
potential buyer of a low priced 
Dietz "Volunteer" in about every 
customer. 

Dietz "Volunteer" smothers fire 
at its inception—gasoline, oil— 
even electrical fires, because its 
fluid is a non-conductor. Fluid 
will not injure furniture or fabrics, 
does not corrode the extinquisher 
and will not freeze. Extinguisher 
projects fluid 20 feet. 

Stock Dietz “Volunteer” through 
your Jobber. Display material and 
circulars in each carton of six. 


R. E. DIETZ COMPANY 
NEW YORK 


MAKERS OF LANTERNS FOR 

THE WORLD . . . FOUNDED 1840 

Output Distributed Through the 

Jobbing Trade Only. We Do Not 

Sell Chain Stores, Catalog Houses, 
or Syndicate Buyers. 














| O give hardware stores a better 
| means of displaying farm and 
| garden tools, The Union Fork & Hoe 
| Company, Columbus, Ohio, has no- 
| tified jobbers that it will distribute 
| 1200 portable steel display racks of 
| the type shown above to dealers who 
order five dozen or more of Union 
tools. 

Since hardware merchants 
hang their stock of steel goods on 
wall hooks, usually in the rear of 
the store, the portable tool rack has 
become immensely popular with 
dealers as a means of displaying a 

| sample line of tools in a more favor- 
| able location where they will be seen 
by a larger number of people and 
can more easily be handled by pros- 
| pective purchasers. During the buy- 


most 








Will Distribute 1200 Portable Display 
Racks To Dealers Ordering 
5 Doz. or More Union Tools 


ing season, the majority of the 7000 
display racks which the Union com- 
pany has distributed to dealers are 
used either on the sidewalk in front 
of the dealers’ stores or immediately 
inside the entrance, it is stated. 

The resulting stimulus to tool pur- 
chases has been so universal that, 
for several years, the manufacturer 
has guaranteed an increased sales 
volume to all dealers who employ 
this rack for display. 

The rack is of steel, enameled in 
permanent orange, blue and white 
colors, and shows 19 tools in a space 
of 434 sq. ft. The company states 
that a majority of the racks which 
have been in use for five years are 
still in service. 
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Learn to Produce Fine Showcards 


(Continued from page 50) 


cline or slant of about 45 deg. Nail 
a piece of wood about 3 in. wide 
across the front, allowing 14 in. to 
protrude above (to hold card from 
sliding off); nail a piece of wood 
in. wide at the back, then 
| nail two strips of wood at each 


about 7 


end. If box lumber is used, it may 
| be covered over with a dark col- 


oilcloth. The 2-0z. jars of 


colors best to 


| ored 


| show-card are the 


| work from, as these do not take up 


! 


much room and may be covered up 
when not in use. Light should fall 
over the left shoulder, as this will 
prevent shadows from falling on 
your work. 

One of the most important things 
to remember in learning show-card 
writing is the “EFFECT” the show 
card produces when finished. It is 
almost impossible to do lettering in 
a mechanical way with compass and 
ruler and have the card appear 
artistic. 
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They say it’s going 
to be a hard winter! 


Better get set for a 
Big Heater Business 


You don’t have to be very old to remember last winter! Well, 
just about 120 million other people are remembering, too. A lot 
of ’em are going to take precautions this fall—they’ll buy oil-burn- 
ing heaters to keep warm. And a lot of these sales will come your 


way if you've got the right line! 


Now look at the Florence Line 


It’s a new line—but it’s backed by 62 
years’ experience. That means you can sell 
without worrying about how these heaters 
are going to work. They’re right. 

It’s a swell looking line: good design, new 
finishes. 

It’s a complete line—models for every need 
and purse. A handsome new Circulating 
Heater; two Combination Heating-Cooking 
Cabinets; three powerful Radiant Heaters; 
a complete line of kerosene-burning, non- 
vented Cabinet Heaters. Seven Range Oil 


FLORENCE 







For Hot Air and Hot 
Water Furnaces: Triple 
Range Oil Burner (6- 
inch and 8-inch sizes) 
fits into fire-box: 
easily installed. Ful- 
ly assembled and ad- 
justed. Silent, pow- 
erful, economical — 
burns range oil or 
kerosene, 
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STOVE 


Gardner, Massachusetts 





Burners for kitchen stoves; twenty Conver- 
sion Oil Burners for parlor heaters, hot air 
and hot water central heating plants; two 
complete Oil-burning Kitchen Ranges, one 
with auxiliary gas top burners. You can 
meet all comers! 

Florence dealers are receiving free the 
big displays for stores and windows, hun- 
dreds of large rotogravure folders for dis- 
tribution, new attractive ad-cuts, and other 
sales helps. Better get set for some real 
profits this fall—with the Florence Line. 


COMPANY 
Estab. 1872 


Conversion Oil Burners 


For Parlor Heaters: easily 
installed. 6-inch, 8-inch, 
and 10-inch burners with 
metal tank as shown; also 
with electric or hand pump 
or float valve—for con- 
nection with oil storage 
tank. Burn range oil or 
kerosene, 
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Circulating Heater 
Heats 4 or 5 Open Rooms 


Handsome modern cabinet in new 
tan ‘“‘Peppertone” porcelain enamel 
with nickel trim. Designed for homes, 
suites, offices, stores. Heats, humidifies, 
and circulates the air—about 6,000 cu. 
ft. Complete unit, ready to set up and 
connect flue. Has two extra-powerful 
oil burners in fume-tight chamber, 
lighted with match through door; burn 
range oil or kerosene. Air tubes give 
immediate circulation of fresh warmed 
air into room. New radio dial valve 
control, 


IAA 
OYA 


Circulating Heater-Cooker 


Unique—thoroughly practical: a circulat- 
ing heater with cooking top under the hinged 
top cover. Ideal for apartments: heats 
about 4,500 cubic feet of space, 3 or 4 
open rooms. Complete unit, ready to set up 
and,connect flue. Has two powerful oil 
burners in inner combustion chamber, lighted 
with match through door; burn range oil 
or kerosene. Twin one-turn valves. Finished 
in two-tone grained walnut porcelain enamel. 





Radiant 
Heaters 


Three complete units 
—sturdy, handsomely 
finished, powerful and 
efficient. 
oil burner, one-turn 


Single large 


valve, strong metal 
tank. Heat 2,500 to 
3,500 cubic feet of 
space. 
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“THINGS TO DO” 
has started a fad 


Are people no longer interested in whittling ? 
Is the pocket knife a thing of the past? 


EALERS everywhere 

have said that—and 
believed it. But it isn’t 
true—not by a long shot! 
We know—because we 
published a little 40-page 
book about whittling and 
after announcing it in the 
regular National Adver- 
tising a few times, more 
than twenty thousand 
people sent 3c stamps to 
Remington for copies of 
‘*Things to Do With a 
Pocket Knife.” 

Hundreds of letters 
every day request this 
booklet. And people are 
using it! They are spending leisure time whittlin’! The 
idea has caught hold. Whittling contests in several 
cities have been tremendously successful . . . news- 
papers and magazines are giving space to whittling 
and related subjects. Dozens of magazines have re- 
viewed or reprinted parts of ‘““Things to Do.” 

Climb on the bandwagon! With your help, “Whit- 
tlin’ ’’ will gain greater and greater momentum! And 
it will help bring your Remington knife sales up to 
a new high! 

Send coupon below for a copy of “Things to Do.’”’ 
Remington Arms Co., Inc., Cutlery Division, De- 
partment G-3, Bridgeport, Conn. 





R100 A, the whitiler’s 
knife. Used by whittlers 


everywhere. 






Official Boy 
Scout Knife 








REMINGTON ARMS CO., INC. 

Bridgeport, Conn. 
Send me “Things to Do With a 
Pocket Knife.” I enclose 3c stamp. 


City..... pa Feu la eee seen eee 
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Farmers in Drought Area in Money 


(Continued from page 30) 


margin on every bushel. Also he had 
a lot of corn that was never sealed for 
the Government, and this he will also 
sell at 80 cents a bushel, for feeders 
in his section are readily paying 80 
cents for corn. 

Furthermore Mr. Engel expected 
to have a crop of 100 tons of alfalfa 
hay. But the “terrible drought” came 
along and cut this down to 50 tons. 
The 100 tons at the old price would 
have been worth $800. The 50 tons 
at current prices are worth $1,250. 
“Poor drought-stricken Mr. Engel!” 

Autry Freeman, another farmer, 
lives not so far from Engel. Freeman 
had a 50-acre field of oats that proved 
a failure. So he cut it for hay. He 
got 40 tons, and says it is worth $18 
a ton. This means $720 from an 
“oats failure,” while a full oat crop 
at last year’s prices would have been 
worth only $400. Again disaster has 
become a boon. 

Freeman has some stubble land, 
some dry pasture, and enough corn 
to make about 400 tons of ensilage if 
cut. The dry pasture, the sickly stub- 
ble, and the failed corn crop are an 
inspiration to the eyes of a calamity 
writer for the city daily. But a cattle- 
feeder neighbor offered Mr. Freeman 
$3,000 for the roughage, and Mr. 
Freeman is holding out for $3,500. 

Guy C. MacDonald, chairman of 
Omaha’s Fall Market Week, who in- 
terviewed hundreds of merchants in 
all lines of business when they were 
in Omaha for the Market Week re- 
cently, said, “Nearly every one of 
these merchants said business is defi- 
nitely improving and running well 
ahead of last year.” 

Allen T. Hupp, secretary of the 
Omaha Associated Retailers, said, 
“Omaha retail merchants have done 
$23,000,000 more volume this year 
than during the same period last year. 
The increase figures about 25 per 
cent.” 

The great region west of the Missis- 
sippi has been abused and slandered 
many times in the past by sensational 
writers. Kansas has been 50 years 
living down the hot wind stories, and 
during nearly half those 50 years has 
been the greatest wheat state in the 
Union. Nebraska has been 55 years 
trying to live down the grasshopper 
stories of the late seventies; and dur- 


ing nearly half that time it has been 
the second greatest corn and hog state 
on the continent. Oklahoma has been 
40 years trying to live down its 
drought and cyclone stories, written 
by irresponsible Baltimore and Bos- 
ton dudes; yet Oklahoma in those 40 
years sprung from the position of a 
savage Indian reservation to one of 
the really great agricultural states of 
the Union. And since the days of 
Davy Crockett, and before that time. 
Texas has been regarded as the home 
of the tarantula, the scorpion, and the 
horned toad, the desperado and the 
six-gun. That drivel makes so much 
better reading for the ignorant than 
the dry figures on the unbelievably 
enormous production of Texas. 

So, because the West had an un- 
usual drought this year it will re- 
quire another three-quarters of a 
century to live that down. The story, 
for example, was spread lavishly 
over the pages of eastern newspapers 
and magazines that the Government 
would buy up about 2,000,000 cattle 
in Nebraska and ship them out to be 
killed, or pastured elsewhere. Now 
it develops that instead of buying 
2,000,000 cattle in Nebraska, the 
Government, up to the close of Au- 
gust, had purchased 180,000 dis- 
tressed cattle in Nebraska, and Pro- 
fessor H. J. Gramlich, head of the 
purchasing, finds a sharp let-up in 
the offerings. The farmers and ranch- 
ers are no longer eager to let go. 
Rains have brought fall feed. It is 
likely, then, that the number of cattle 
bought by the Government in drought 
areas of Nebraska will not exceed 
200,000; but the first sensational 
guess of 2,000,000 will doubtless find 
a place in history for the next half 
century. 

Meantime Nebraska and the rest of 
the “drought states” will be doing 
business on the strength of the new 
price level for curtailed crops. Ne- 
braska farmers will be spending 42 
per cent more money than last year, 
and 116 per cent more than in 1932; 
and the farmers of the states not 
afflicted by the drought, getting the 
advantage of the higher prices the 
drought has brought in its wake, will 
be spending in all probability as 
much as 50 to 60 per cent more than 
the previous year. 
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side-ejection repeater ! 


This Remington has 
MORE SALES 
than any other 


* 


Top of receiver matted “~~ \ r aA 


NE SURE WAY to make sales 
is to offer more for the 
money! And that’s exactly what 
you do when you hand your cus- 
tomer this triumph of the gun- 
smith’s art—Remington’s Model 
31 Side Ejection Repeater. 
Whatever your customer’s 
shooting requirements are, this 
one gun will meet them! For wild- 
fowl and field shooting, for Skeet 
and for the traps, there is no finer 
all-purpose shotgun made today. 
Study the features noted above. 


oe 


oT 4 


Selected American Wal- 
nut stock and fore-end. 


These are just a few of the out- 
standing selling points. Add to 
them supremely smooth action 
and superb balance, which make 
this Remington lightning fast and 
easy to point. Now tell your cus- 
tomer about the big advantage of 
the take down—barrel is removed 
as a separate unit—a decided fea- 
ture for the man who wishes an 
extra barrel of another length and 
boring for different kinds of 
game. And last, tell him the price 
—much less than he expects to pay 


FEATURES 


Positive Cross Boit Safety— 
convenient to trigger finger. Re- 
versible for left-handed shooter. 











Easy take down— 
no tools required. 
Barrels of differ- 
ent choke easily 
interchangeable. 


Shorter fore-end stroke. 
Smoothest action of 
any repeating shotgun. 


ry Positive side ejection 


a Shelis fed in straight line into 


Action release for removing load- 
ed shells from barrel or magazine. 


for such a fine gun that offers so 
many novel and modern features! 


Take the word of merchants who 
take the orders, and FEATURE 
THE GUN THAT OFFERS 
MORE FOR THE MONEY- 
Model 31! Remington Arms Co., 
Inc., Bridgeport, Conn. 


Remingion, 
@U PONT 


U6. v.b. PALOFE 








OCTOBER 11, 1934 
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TRAITLOK 


POULTRY NETTING 


BF De Ociginal Straight Line Netting 


Woven like farm fence 

Stretches perfectly to steel or wood posts 
Requires no wood top-rail, no baseboard 
Saves user time, labor and money 

Rolls out flat 

Easier to handle and cut 


U. S. STRAITLOK Poultry Netting, with its 
straight, parallel line wires, its interlocked, 
non-slip joints, its uniformly spaced meshes and 
its smooth even tension, has been the outstand- 
ing leader in its field for more than a quarter 
of a century. 


Today, it is first choice of buyers everywhere 
for more than 50 practical uses. Its ease of 
handling, its economy and its long, satisfactory 
service have won it consumer preference where- 
ever poultry netting is used. 


U. S. STRAITLOK Poultry Netting is furn- 
ished in one and two-inch mesh; heights 12 to 72 
inches; galvanized before or after weaving. 


Insist upon genuine U. S. STRAITLOK Poul- 
try Netting! It costs no more. 
Ask your Jobber or write direct to 


INDIANA STEEL & WIRE COMPANY 


MUNCIE, INDIANA 


- 2. 


RETAIN ee A freee SIF 
. 


+ UNIFORM SPACING — 


’ 
PARALLEL 


LINE WIRES 


NON-SLIP 





Is the Enemy Using 
Your Information ? 
(Continued from page 44) 


these thrifty times it is selling mer- 
chandise and lots of it. And note 
the wonderful opening for selling 
pressure cookers and _higher-price- 
and-profit items. Herein is a lead 
for the dealer to follow. 

We might notice, too, that mail 
order merchandisers are issuing Iit- 
erature encouraging more home gar- 
dens and orchards, and better diver- 
sified crops, literature that is closely 


| geared to stocks of seed, farm ma- 





chinery and equipment, and house- 
hold supplies. af 

Propaganda in behalf of better 
diversified crops is merely following 
the lead of agricultural and business 
experts throughout the country. 
When farm crops are better diversi- 
fied, farm income is spread more 
evenly through the year, which 
means that farm buying, of its own 
accord, becomes steadier in volume. 
It might, therefore, very well pay a 
great many hardware dealers to sup- 
port a more favorable crop diversity 
in their sections by farm advertising 
and personal relations, and by stock- 
ing and displaying attractive and 
fitting goods. 

In fighting “humpitis” in rural 


“trade, mail order houses are stress- 


ing the buy-when-you-need-it slogan. 
During low-ebb months of late win- 
ter and summer dog-days, they are 
circularizing their trade with special 
leaflets and folders, which feature 
small lists of “bargain” items, stress- 


| ing immediate use of the items plus 
| economy in immediate purchase. 


This technique might also interest 
the retail dealer. For example, in 
case late spring is a slump time in 
your territory, a_ well-illustrated 
folder featuring canvas supplies— 
awnings, tents, lounging chairs, seat 
covers, etc., might aid the doldrum 


_ by playing to seasonal timeliness 


and early summer desire for smarter 
appearance. 

In studying the flow of mail order 
literature, we also notice the “har- 
vest follower,” a leaflet or pamphlet 
distributed in a given section during 
or immediately after harvest time 
for an important crop of that sec- 
tion, usually a crop whose harvest 
date does not duplicate that of other 
crops. For example, in areas 
where strawberries are a very impor- 
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tant crop and represent a large 
amount of the farm cash income, di- 
rect mail advertising to rural box 
holders proves outstandingly good 
business, all the more so because 
strawberry harvest comes in a busi- 
ness lull. Here again, clearance 
features and special sales literature 
play to off-peak months or seasons. 

Effective illustration is another of 
the sharp, business-winning tactics 
of the mail order houses. Study a 
mail order catalogue and you will 
see that the average ration of illus- 
tration to printed matter is about 
5% to 1, with about 85 per cent of 
all items described with illustration. 
You'll also notice the heavy invest- 
ment in color printing. 

This is visual selling, of course, a 
“next best” to goods actually dis- 
played before the customer’s eye. It 
admits this great retail advantage. 
But insomuch as most advertising is 
a “next best” approach to actual 
display, in this instance the dealer’s 
tip seems to be to illustrate adver- 
tising copy as much as practicable. 
It suggests that the manufacturer’s 
or jobber’s offers to provide cuts 
for advertising, and that advertise- 
ment illustration service provided by 
newspapers and printing establish- 
ments are well worth considering. 

Mail order catalogues usually 
carry some very effective writing 
and description. The wording is di- 
rect, friendly and specific, plainly 
aimed at the probable customer. In 
the young ladies’ wear section you 
read about “adorable blouses.” But 
on the axe page you read about 
“springy but sturdy” handles and 
“even-textured, easy sharpened” 
steel. You see, too, that a great 
many of the illustrations play up the 
practical use of an item, as well as 
its appearance. Also its seasonal at- 
tractiveness. For example, here is a 
fishing tackle page which shows a 
jolly fisherman featured in a pleas- 
ing river scene and making good use 
of his tackle. 

And, finally, we notice that one of 
the mail order firm’s best proven 
remedies for humpitis, or recovery 
caution, is in playing up parts, re- 
placements and repair materials. 

Featuring parts represents a great 
deal. of careful study and shrewd 
knowledge of the times. Mail order 
men know that parts buying is usu- 
ally economical buying. They know 
that the best way to please a cautious 
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POULTRY NETTI K 
cfect as agen WN Lesh Netting 


New Lock-Twist Weave 

More uniform, more rigid 
Smoother, more even tension 
Rolls out flat 

Easier to handle and cut 
Neater; more satisfactory in use 


U. S. HEXLOK Poultry Netting—companion 
product to U. S. STRAITLOK Netting—creates 


new, unparalleled standards for hexagon fabric. 


The improved Lock-Twist Weave produces a 
more uniform, more rigid netting: neater in a 
pearance, easier to handle and sell, superior in 
service. It comes from the loom under smooth, 
even tension, lies flat when unrolled, cuts easily 
and without waste. 


U. S. HEXLOK Poultry Netting fills a definite 
niche in your buying pow selling program. It is 
furnished in one and two-inch mesh; in all 
standard heights from 12 to 72 inches; and, gal- 
vanized before or after weaving. Coupled with 
U. S. STRAITLOK, it enables you to fill every 
demand of your trade and meet every phase of 
competition. 


Ask your Jobber or write direct to 


INDIANA STEEL & WIRE COMPANY 


MUNCIE, INDIANA 
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METAL AND 


GLASS HAND DAZEY 
a 


CHURNS 








SHARPIT 





JOBBERS 


DAZEY 
CHURNS 


ARE SOLD ONLY THROUCH YOU 

Leading Jobbers and Dealers have long recognized the DAZEY 
CHURN as the leader. Another indication of quality is the endorse- 
ment by Good Housekeeping Institute, State Agricultural Colleges 
and Scientific Buttermakers. 

these days of pitch and toss in 
marketing we hold firm to our pol- 
icy of supporting exclusively the 
jobber dealer system of hardware 
distribution. We believe this to be 
in the best interest of both the pub- 








ELECTRIC 
CHURNS 


DAZEY CHURN AND MANUFACTURING COMPANY 
ST. LOUIS 








St. 
Knife Blade Cutter Wheels: 


Alloy Steel— | 
Oil Tempered | 
—Cadmium | 
Plated 








>) 


A Balanced Stock | 
—on a single display board, wheels for all | 
types of pipe cutters. ARMSTRONG BROS. 
Knife Blade Cutter Wheels cut faster, re- 
quire less muscle, for they have thin, pene- | 
trating blades, are alloy steel, hardened, oil | 
tempered and cadmium plated. They havea | 
large following and far outsell the old type | 
cutter wheels. | 
Write for Circular 


Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Avenue 


CHICAGO, U. S. A. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
F) 








customer is to save him money; that 
economical buying is one of the 
world’s best tonics for normal con- 
sumption. 

This instance may illustrate the 
point. Farmer Jones has been get- 
ting along with an old axe, planning 
to buy a new one when he takes in 
his fall money. But here on an Au- 
gust morning he undertakes to split 
up some kindling for the kitchen 
stove and breaks the axe handle. He 
needs a handle. If he had his crop 
money he’d probably buy a new axe. 
But this is one of his “poor” months 


_ and therefore what he wants right 


now is a handle. If the hardware 
store doesn’t stock handles, the mail 
order house does. In fact, it fea- 
tures handles separate from axes. 

So Farmer Jones buys an axe han- 
dle at one place or another. If it’s 
a good handle at a reasonable price. 
it represents an A-1 invitation to buy 
a complete axe at the same place— 
in October when the big crop is sold. 
Just now the farmer appreciates the 
fact that he has saved money by re- 
placing the handle. Therefore he 
feels kindly toward the seller, more 
than neutrally disposed to make an- 
other purchase. Meanwhile a sale 
has been made during a slump time. 

So mail order houses are playing 
up parts and replacement—harder 
than ever before. Repair items help 
break the rural hump. Little sales 
feed big sales, and they stamp ser- 
vice, location and good will in the 
minds of the trade. 

Here again the hardware dealer 
may take a tip from the mail order 
man, tighten his retail defense and 
keep the cash register busier while 
doing so. These are fighting times, 
and in any warfare a fighting order 
should begin with “information of 
the enemy.” 





Gray & Dudley Co. 
Issues Catalog No. 19 


This 144 page catalog No. 19 gives com- 
plete details on the Washington line of 
stoves, ranges, heaters and furnaces. Large 
clear illustrations in color are used. Uten- 
sils made by the company are described 
and illustrated. Descriptive matter includes 
specifications on electric, gas, coal and 
wood burning models. Sales helps de- 
scribed in this attractive catalog include: 
road and fence signs, window transfers, 
circulars and folders, moving picture 
slides, newspaper electrotypes and mats, 
Washington dealer stationery and window 
trims. Gray & Dudley Co., Nashville, Tenn. 
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Queens Vittace, N. Y.: Furnish 
address of the Weller Pottery Co., man- 
ufacturers of bird baths, etc—Megan’s 
Cut Rate Hardware. 

ANSWER: S. A. Weller Co., Zanes- 
ville, Ohio. 


* * * 


HarTvitLtE, On10: Who makes an 
ironing cord in a reel that fastens to 
the ironing board? Also, who makes 
a twine cutting finger ring?—Hartville 
Hardware Co., Inc. 

ANSWER: (1) Mitchell Specialty 
Co., Holmesburg, Philadelphia, Pa. (2) 
Garrison-Wagner Co., 1627 Locust St., 
St. Louis, Mo. 


* * * 


New Haven, Conn.: Furnish names 
and addresses of sources of supply for 
rope fire escapes.—The John E. Bessett 
& Co. 

ANSWER: Chas. F. Davy, Syracuse, 
N. Y.; American La France & Foamite 
Corp., Elmira, N. Y., and Rope Fire 
Escape Co., 924 N. 13th St., Philadel- 


phia, Pa. 
* * * 


Datuart, Tex.: Where can we buy 
pocket or hand checkers for counting 
blocks of ice up to ten thousand?— 
Dalhart Hardware Co. 

ANSWER: Veeder-Root, Inc., Hart- 
ford, Conn.; Production Instrument 
Co., 1313 S. Wabash Ave., Chicago, IIl., 
and Durant Mfg. Co., 1924 N. Buffum 
St., Milwaukee, Wis. 


« * . 


Brivceport, Conn.: Who makes the 
Eifel Flash Plierwrench?—The Lind- 
quist Hardware Co. 

ANSWER: American Plie Rench 
Corp., 4809 N. Ashland Ave., Chicago, 
Ill. 


* * + 


Mipptetown, N. Y.: Who makes a 
machine into which slides a paper strip 
containing staples for putting on screen 
wire?—Pelton Hardware Co. 


B2 


WHO MAKES IT? 


Information regarding sources of supply as provided readers 
of Hardware 7° by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 


27, 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 





WHAT READERS SAY 


Birmingham, Ala.: “Regarding the 
1933 Directory Number. For a number 
of years we have been regular sub- 
scribers to the Hardware Age for all 
of our stores. This magazine, in our 
opinion, is the most helpful publica- 
tion available to the retail hardware 
trade. We have gone over, very care- 
fully, the 1933 Directory Number and 
it has particularly valuable references, 
and the general set-up of this issue 
makes it a particularly easy matter to 
find any information desired. We will 
use this book regularly during the com- 
ing year and would like to thank you 
for furnishing us this copy.” —Southern 
Hardware Stores. 





ANSWER: J. B. Crofoot Co., P. O. 
Box 783, Chicago, Il. 
* * <a 
Cameron, W. Va.: Where can we 
obtain powdered, willow wood, char- 


\4 TE 


S 


‘ 
\ 


The 1934-35 edition is now in your 
hands. It is a condensed catalog of 
manufacturers of hardware and kin- 
dred merchandise in one handy vol- 
ume for ready reference. 





coal in one pound cans? This material 
is used by glass workers.—Sinsel 
Hardware Co. 

ANSWER: R. Mac Kellar’s Sons 
Co., Peekskill, N. Y., and Cleveland 
Charcoal Supply Co., 3905 Jennings 
Road, Cleveland, Ohio. 


eS. © @ 


Darwin, Minn.: Provide address of 
the James H. Boye Mfg. Co.—Hansen 
Hardware. 

ANSWER: 4117 N. Kirkpatrick 
Ave., Chicago, II. 


* %*+ 


SELLERSVILLE, Pa.: Furnish names 
and addresses of several nearby manu- 
facturers of painters’ overalls and 
jumpers, also drop cloths.—Penning- 
ton & Pealer. ° 

ANSWER: Overalls: Sweet Orr & 
Co., Inc., 15 Union Square, New York 
City; Bittner, Hunsicker & Co., Allen- 
town, Pa., and Du Bois Overall Co., 
Dubois, Pa. Drop Cloths: C. R. 
Daniels, Inc., 99 Crosby St., New 
York City; Union Canvas Goods Co., 
Inc., 312 W. Cumberland St., Phila- 
delphia, Pa., and Werner Canvas 
Products Co., Fulton & Water Sts., 
Brooklyn, N. Y. 

* 


* * 


Pine Buiurr, Ark.: Furnish names 
and addresses of several manufactur- 
ers of masks suitable for use when ap- 
plying poisonous sprays.—Matthews 
Hardware Co. 

ANSWER: Chicago Eye Shield Co., 
2306 Warren Blvd., Chicago, IIl.; H. S. 
Cover, Chippena Ave., South Bend, 
Ind., and Mine Safety Appliance Co., 
230 N. Braddock Ave., Pittsburgh, Pa. 


a ee 


New Lonpon, Conn.: Who makes 
Typhon diaphragm whistles or horns, 
both electric and air, in five and eight- 
inch sizes?—The Eaton & Wilson Co. 

ANSWER: Thos. J. Rhamstine, 500 
E. Woodbridge St., Detroit, Mich. 


> &. @ 


Benson, Vt.: Who makes Homasote 
insulating board?—C. J. Williamson. 

ANSWER: Agasote Millboard Co., 
Trenton, N. J. 
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Don’t Let That Freezer 
Prospect Pass You By 


A CONCO freezer display in your window will 
arouse that prospect’s attention and probably re- 
sult in a sale . .. for in every community 
hundreds of families do not own ice cream 
freezers. Yet in every home the superior flavor 
and fun of making ice cream at home is known. 
Stop those prospects with a display of freezers 
and window display material which will be 
furnished you with your shipment of CONCO 
freezers. 


SALES AND PROFITS IN FREEZERS 


Sales Material to Help Develop 


this Business 






You do not need to over- 
stock yourself to secure 
these sales helps. 


Window streamers, window and counter display cards, rec- 
ipe folders for free distribution to housewives, newspaper 
advertising mats, and other sales material has been prepared 
er help you make this a profitable year on ice cream freezer 
sales. 


Your jobber doubtless you with your order for 








handles the Conco complete 
line of freezers . . . the Pen- 
guin triple-action, the Dolly 
Madison Electric, the Husky, 
and the Galvanized Tub 
Igloo . . . and he will be 
glad to explain these sales 
helps to you in detail. The 
full sales kit is shipped to 


The 
PENGUIN 


sales helps plan. 











FULL DETAILS from YOUR JOBBER 


OCTOBER 11, 1934 


your normal season’s stock 
. if your order is placed 
early. 
In addition to merchandising 
helps, you will find the new 
and improved features of the 
1935 Conco line make them 
more readily saleable than 
ever, anc self-evident values. 






-. in a new ees : 
gren and grained finish, 
Iv color streamlined 
> or ination —_ —, 
oar F ” Ask Your Jobber, or write pon ™ 


CONCO ENGINEERING WORKS 


MENDOTA, ILLINOIS 


JOBBERS: If you are not already representing the Conco 
line, write now. for freezer samples, prices, and details of our 











“LEGITIMUS" —in English, 
legitimate, genuine. This 
Trade-mark is your assurance 
of highest quality and value. 








These Axes "TALK | 
_.. AND MAKE Sales 


[t& mighty convenient 

to handle merchandise 
that tells its own selling 
story—like Collins axes. 
Just the name “Collins” 
says a lot to a customer 
who knows his axes. It 
means the axe was made 
by the oldest, most ex- 
perienced axe manufac- 
turers in the country. The 
balance, finish and temper 
of the axe tell the cus- 
tomer everything else he 
wants to know. Once he’s 
examined a Collins, he’s 
sold. And for customers 
who aren’t so well up on 
axes, you have an unusual 
sales-making fact story to 
tell about Collins. 








Dayton 
Old Timer 
Single Bit 


Michigan 
Double Bit 


Every standard pattern, 
finish and weight of axes, 
hatchets, bush_ hooks, 
hoes, etc., in a wide 
range of price levels— 
guarantee that you can 
satisfy every customer 
with the Collins line 
alone. 


If your jobber cannot 
supply you, write to us. 





—_ — Le 


Collins Scovil Pattern Hoe 





tH COLLINS «o 


COLLINSVILLE, CONN. 
Axes and Hatchets 
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HOW'S the 


HARDWARE Business 








ADVANCES BECOMING EFFECTIVE 


Rubber Garden Hose Sash Cord 
lee Cream Freezers Cotton Twine 
Window Cleaners, Ete. Grass Seed 


DECLINES BECOMING EFFECTIVE 


Dri-Brite Floor Wax 
Competitive Blow Torches Wrenches 
Standard Galv. Tubs and Square Galv. Pail. 
Pails Linseed Oil 
Plumbing Enamelware 
BX Armored Cable Bolts and Nuts 


ADVANCES ANTICIPATED 


Asbestos Products 
Cotton Gloves and Mittens Grass Seed 
Window Glass 


UP AND DOWN PRICE CHANGES 


Hueness Snaps, Etec. Casters 
Seythes, Grass Hooks, Etc. 


BEING QUOTED UNDER NEW PRICE PLAN 


Copper Rivets and Burrs Paint 
(See report below for full particulars.) 


On bolts and nuts, following 
irregular cutting by smaller producers 
not making a full line, the larger 
makers on Sept. 17 made formal re- 
ductions on several items. Machine 
bolts, carriage, plow and lag bolts were 
all reduced 19 per cent. Hot pressed 
nuts were left unchanged, as were also 
U.S.S. semi-finished hexagon nuts, 
While S.A.E. semi-finished and castel- 
lated nuts are now priced on a reduced 
sliding scale, grouped 4 in. to 7/16 
in., % to 1 in., and over 1 in. Prices 
on stove bolts, and on cap and set 
screws continue at prices previously in 


effect. 
* *% * 


Rope prices, sisal and manila, 
by a sharp decline on Sept. 18, were 
brought down close to the levels of 
August, 1933. Manila rope base prices 
declined 2%c. per Ib., and sisal 2%c. 
The zone delivery system established 
Jan. 1 is still in effect. Advances over 
base sizes on rope have been lessened, 
so that diameters smaller than 34 in. 
show a progressively sharper mark- 


down. Manufacturers all feel that the 


new schedules will be temporary, and 
that they are much too low to cover 
current costs. The well known Ply- 
mouth manila yacht lariat rope remains 
unchanged in price. 
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Stillson Pattern Pipe 


Sisal and Manila Rope 


Rubber Covered Wire 


October 
llth 
1934 


On rubber belting an effort is 
being made by the leading producers, 
through the introduction of a new 
brand and grade, to place wholesale 
and retail distributors in better 
position to meet competition. The 
need for the new popular-priced belt- 
ing may be temporary, and there is no 


expectation that this will prove to be a 
permanent addition to the market. The 
new competitive belting is being sup- 
plied in 32 and 28 oz. red surfaced. 
and in 24 oz. standard gray. Prices 
average approximately 10 per cent lower 
than the standard quality. 
* * * 


Prices on wire nails, on barbed 
and smooth wire, and on fence staples. 
are now quoted without differential to 
the retailer, as between carload and 
less than carload quantities. The car- 
load schedule remains unchanged, in- 
cluding wire nails at $2.60 base Pitts- 
burgh or $2.65 base Chicago, but less 
than carloads may now officially be 
sold at these same figures. Demand for 
wire products increased in late August 
and early September, while latterly it 
has been steady. 


* % 


There was a general advance of 
2c. per lb., on sash cord on Sept. 15. 
At the same time cotton twines ad- 
vanced lc. per lb. While certain man- 
ufacturers of seine twine withdrew 
prices under the threat of the textile 
strike, other mills and most jobbers 
found themselves well supplied with 


(Continued on page 86) 
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A REAL BUILDER 


ay 


Ames BALDWIN WyominG Co. 


PARKERSBURG, W. VA. - 


OCTOBER 


OF SALES 










lighter, better 


O. AMES 
KNOXALL 


ABW SHOCK BAND 


This Stee! Casing is not merely applied 
above the socket but extends down 
under the socket. Tests show this Shock 
Band increases the handle strength 
about 21%. 


ASK YOUR JOBBER 


11, 1934 


il ' 


| 


ABW 


SOLID SHANK 
Equipped with ABW 


SHOCK BAND 


Forged from one solid bar 
of steel, heat treated, equipped 
with the ABW Shock Band, the 
famous Armor-D handle, and 
with labels die pressed into the 
the wood. ABW Solid Shank 


Shovels are stronger, tougher, 


which builds real sales. 


RED EDGE 
PONY 





NORTH EASTON, MASS. 





balanced and | 


have that merchandising value | 





@ A new kind of fence is 
here . . a fence that solves the 
major problem that has de- 
fied fence manufacturers for 
years ...at last a fence with 
a heavy and even coating of 
pure zinc. This new fence. . 
an exclusive Sterling develop- 
ment withstands the assault 
of the elements under all cli- 
matic conditions. Think what 
this means to you . . the big- 
gest fence-selling opportunity 
of a lifetime! Your big chance 
to build sales .. . profits... 
good-will with astonishing 
new standard of fence value! 


WRITE OR WIRE for details of 
Sterling Exclusive Money-Making 
Dealer's Agency . . one to every 
community .. act quickly! 


Northwestern Barb Wire Co. 


STERLING Since 1679 ~—ILLINOIS 


Dept. 10 








Photomicrograph showing a section 
of Sterling Dualized Wire. Note fine- 
grained crystals of iron zinc alloy 
which are completely covered, sealed 
with heavy, even coating of pure sinc 

. doubles lasting auality of fence. 





Photomicrograph above showing or- 
dinary galvanized wire demonstrates 
the comparatively thin and uneven 
coating of sinc which has a large 
heavy vein of iron zinc alloy. 
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Increases in Wholesale Hardware 
STOCKS Over Corresponding Months 
of 1933 (National Averages) 
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stock. There has therefore been no 
official price change on this product. 


* + 


Stillson pattern pipe wrenches 
were reduced on Sept. 25 slightly more 
than 20 per cent. A series of sharp 
advances during 1933 and early 1934 
had carried prices on these wrenches 
to a point about 70 per cent above the 
lowest competitive basis ruling early 
last year. This large increase no doubt 
curtailed the sale of Stillson pattern 
wrenches, and the manufacturers are 
hopeful that the present substantial 
lowering will be an inducement for the 
placing of a better volume of orders. 

. * * 


Base prices on galvanized sheet 
steel made no change, in passing into 
the fourth quarter. New “item” extras 
for small quantities of all flat merchant 
sheets, however, went into effect Oct. 1, 
in addition to the code L.C.L. quantity 
extras of 15c. per cwt. on shipments of 
7500 Ib. and over, and 25c. per cwt. 
additional on shipments less than 7500 


lb. These “item” extras are: 


Under 1500 Ib. to 1000 Ib. (per item)— 
add 10c. per cwt. 

Under 1000 lb. to 500 lb. (per item)— 
add 35c. per cwt. 


Under 500 Ib. (per item)—Add 75c. per — 


cwt. 
These new extras apply to either 


C.L. or L.C.L. shipments, and in all 


gages. 
* * * 


Window glass has taken no 
formal advance, although manufac- 
turers have withdrawn all prices. In 
view of the very low basis recently rul- 
ing, an increase has for some time been 
a foregone conclusion. 

* * * 


Makers of plumbing enamelware 
have lowered their prices—some as 
much as 15 per cent. This was done to 
meet reduced mail order prices. This 
is the second decline—the first drop, 
last summer, being approximately 10 


per cent. 
— * * 


The paint industry will come out 
with an offer on Oct. 15, to make im- 
mediate or early shipment of liberal 


WHOLESALE HARDWARE 
COLLECTIONS 


SAN FRANCISCO — The percentage 
of wholesale hardware collections dur- 
ing August to the total amount due 
from customers (outstanding) on first 
of month was 40.3 per cent in 1934, 
and 34.7 in 1933. 


DALLAS —The ratio of wholesale 
hardware collections during August to 
accounts and notes outstanding on 
July 31, was 42.2 per cent, or 1.6 per 
cent below the scale of collections 
during the previous month. 


KANSAS CITY—Wholesale hardware 
outstandings on Aug. 31, 1934, as com- 
pared to July 31, 1934, were minus 2.3 
per cent, and as compared with Aug. 
31, 1933, were minus 5.6 per cent. The 
amounts collected in Aug. 1934 as com- 
pared to July 1934 were minus 13.6 
per cent, and as compared with Aug. 
1933 were plus 12.7 per cent. 


MINNEAPOLIS — August wholesale 
hardware receivables were 97 per cent 
of those in August, 1934. 


NEW YORK—The per cent of whole- 
sale hardware charge accounts out- 
standing July 31, collected in August, 
was 46.2 per cent in 1934 and 41.2 per 
cent in 1933. 


RICHMOND—The percentage of Aug. 
1, 1934, receivables collected during 
the month was 34.9 per cent. 


CHICAGO — The per cent of change 
from August last year in wholesale 
hardware accounts outstanding was 
plus 1.9 per cent; collections were plus 
18.8, and the ratio of accounts out- 
standing to net sales was 204.9 per 
cent. 


CLEVELAND—tThe Federal Reserve 
Bank of Cleveland does not include 
data on either wholesale hardware or 
Zeneral wholesale collections in its 
current review. 


ST. LOUIS — The general status of 
collections during August developed 
no marked change from the trends 
prevailing in the preceding month— 
various interests reporting on collec- 
tions gave ratings as follows: Fair, 
56.8 per cent; Good, 30.7 per cent; 
Poor, 9.1 per cent, and Excellent, 3.4 
per cent. 


PHILADELPHIA—The ratio of col- 
lections to receivables in August was 
21 per cent, in July, 26 per cent, and 
in August 1933 was 23 per cent. 


BOSTON—The Federal. Reserve Bank 
of Boston does not gather information 
on wholesale trade in its district. 


























spring stock orders, with April 1, 1935, 
dating. This is an unusual concession 
which many dealers will use in build- 
ing up their paint stocks. Prices are 
expected to remain steady. 

* * * 


Linseed oil has continued its 
price declines, with drops, each of 114c. 
per gal., on Sept. 21 and 28. The seed 
market has been showing a persistent 
downward trend. Deliveries against old 
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contracts are only fairly satisfactory, 
while new business is slow. Linseed 
oil is now cheaper than China wood oil, 
so the domestic oil may expect to 
benefit in volume. 

* * ©& 


Prices on cotton gloves and mit- 
tens are firm, at levels about 714 per 
cent above those ruling last spring. 
Current or replacement orders have 
not reached large volume as yet, chief- 
ly because the earlier advance buying 
was unusually heavy. Manufacturers 
are accepting orders at current prices 
for delivery up to Nov. 1. 

* * 


Prices on scythes for the 1935 
season, quoted by North Wayne Tool 
Company, are changed irregularly. 
One-piece grass, bush and weed scythes 
have advanced about 5 per cent, the 
standard three-piece grass scythes are 
unchanged, while three-piece bush and 
weed scythes are reduced very slightly. 
Lightning hay knives are advanced 50c. 
per doz. Grass hook prices will remain 
as before, with the exception of the 
least expensive grade, which is marked 
up about 10 per cent. 

* * * 


On galvanized ware, manufac- 
turers have reduced standard tubs and 
pails 5 per cent, and the new square 
tubs 10 per cent. There is no change 
in the price of garbage pails, ash cans 
or baskets. Prices on enameled ware, 
while not definitely changed, were weak 
and irregular, with some recent con- 
cessions for desirable orders or ac- 


counts. 
* * 


Window-cleaners and _ rubber 
floor scrapers increased about 5 per 
cent in price—effective Sept. 15. Quo- 
tations on floor mops were advanced by 
one maker, but the market generally, 
while firm, shows no definite change. 

* + 


Manufacturers of casters have 
issued new quotation sheets with rather 
complete revisions of prices. Some 
styles and sizes have advanced, while 
others have declined—the changes 
varying from 5 to 15 per cent. 

(Continued on page 88) 
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Rains and snows start roofs to leaking, 
Plaster falling and wall paper streaking. 

So sell ’em the Roofing to keep ’em tight, 
And buy it from us so you'll know it’s right 


Fall Renovizing 


Probably many families in your trading 
area are unfamiliar with the workings of 
the President’s new “Housing Act” and 
simply want this information to go ahead 
with long needed repairs. 


Why not suggest they come to you? Feature 
your store as “Renovize and Modernize 
Headquarters,” calling attention to such 
important lines as Prepared Roofing 
and Shingles, Paint, Builders’ Hardware, 
Weatherstrip, Circulating Heaters, Fur- 
naces and Boilers, Plumbing Goods, Ete. 
Recommend in your newspaper or other 
advertising certain local craftsmen as par- 
ticularly capable of applying or installing 
any material or supplies purchased from 
you. It will help pay for the advertising 
and at the same time give your trade a 
complete “Renovizing Service.” 


Because you cannot go after this impor- 
tant business without the right kind of 
merchandise, we urge you to make use 
of the excellent facilities which we have 
to offer. 


THE GEO. WORTHINGTON CO. 


1829 CLEVELAND, OHIO 1934 
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The Best 


TUBULAR RIVETS 
coil so lille... 





—that it ceases to be a worth while 
economy to gamble with their quality, to 
effect so small a saving. : 
Rivets made by TUBULAR RIVET & STUD 
COMPANY are true to gauge, thoroughly 
dependable, and 100% usable. 


They possess the three factors so necessary 


to a perfect rivet they drive easily, 
| clinch smoothly and are not brittle. 


It is these features that make OUR Rivets 
_ safe and satisfactory in every respect, 


TUBULAR RIVET & STUD co. 
BOSTON MASS. ~ 














| The largest factory in the world devoted to the manu- 
; _. facture of Tubular and Clinch Rivets, 
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On harness snaps and saddlery 
hardware Covert Mfg. Co.’s recent dis- 
count sheet shows a few changes both 
up and down. Among the items 
changed are No. 25 snaps, down 22 per 
cent; No. 999 buckles, down 74% per 
cent; No. 518 layer loops, advanced 10 
per cent, and No. 353 trace carriers, 
reduced about 11 per cent. Earlier 
quotations by other manufacturers have 
also shown similar irregularity—with 
reductions on a number of popular 
sellers. * * * 


Competitive grade ammunition 
prices to the dealer have been reduced 
10 per cent, placing dealers in competi- 
tion with the mail order houses. 

* * * 


BX armored cable has declined 
about 124% per cent, as the result of 
concessions offered by a new maker 
in the field. Prices on rubber friction 
tape have been announced for the 
fourth quarter, on the same basis as 
third quarter figures. Makers of rub- 
ber-covered wire are dissatisfied with 
the current very competitive prices, and 
would like to advance them. Non-me- 
tallic sheathed cable has just been 
marked down about 714 per cent. 


* + 


As an inducement for early 
ordering, one manufacturer of a garden 
insecticide is offering a concession for 
retailers’ 1935 spring orders, if placed 
with their jobbers between now and 
Jan. 1. Grass seed prices have ad- 
vanced, due to reduced seed crops 
caused by the drouth. The Government 
is buying up large quantities of Ken- 
tucky Blue Grass, Red Top and Tim- 
othy for reseeding purposes next year. 
Because of this, seed will undoubtedly 
be scarcer and still higher before 
spring. Jobbers are urging their cus- 
tomers to place immediate orders. 


* * * 


The price dropped about Sept. 
] on competitive grade gasoline blow 
torches. The new quotation has more 
than cancelled the last advance, though 
little business had been placed at the 
top figure. Most jobbers ordered liber- 
ally on old pre-code contracts, and not 
all had raised their quotations to the 
trade, * * «* 


On braided garden hose, the new 
schedule for the coming season ad- 
vanced two-braid hose lc. per ft., with 
a special net pricing per length, in 
carload lots, on a new one-braid 50 ft. 
coupled hose to combat all-rubber com- 
petition. Regular one-braid hose in the 
popular 5% in. size has advanced about 
20 per cent, and all-rubber hose about 
7% per cent. 


Copper belt rivets and burrs are 
quoted with some changes, effective 
Oct. 1, by Atlas Tack Corporation and 
others. Base prices for jobbers, in lots 
of 100 to 299 lb., remain at the same 
level as adopted last June. Concessions 
are offered to buyers of 300 lb. or 
more, and further concession on orders 
of 1000 Ib. and over. The schedule of 
extras for small sizes, and for packag- 
ing is unchanged, but new extras have 
been adopted covering small-lot orders. 
Advances range from 3c. to 12c. per 
lb. on varying quantities under the 100 
lb. base minimum. 


* 2 ¢ 


Prices on asbestos paper and 
millboard are reaffirmed for the fourth 
quarter, without change. Indications, 
however, point to higher prices for 1935 
as the Canadian mines have issued their 
prices on asbestos fibres for 1935, 
which show a very stiff advance on 
paper stock grades. 


* %&+ 


The Irwin Auger Bit Co., Wil- 
mington, Ohio, has established a dealer 
cost price of $3.60 on an assortment of 
24 auger bits, ranging in size from 4 
in. to 34 in. This price is said to 
enable independent dealers to meet and 
beat the competition of chain stores. 
The bits, having a suggested retail price 
of 20c. each, are full polished, but with 
black screws. The assortment is packed 
in a flat display box bearing a label 
reading: “These bits are furnished by 
your jobber so you can meet chain store 
and catalog competition. While guaran- 
teed, they should not be confused with 
such quality bits as genuine ‘Bluwin’ 
and ‘Irwin,’ and should be offered only 
to customers demanding price.” 


* + 


The Johnson Motor Co., Wau- 
kegan, Ill., through its president, H. G. 
Delabar, reports an incréase of approxi- 
mately 40 per cent in the gross volume 
of its business for the fiscal year ended 
on Sept. 30. The company anticipates 
further improvement in 1935, and is 
preparing for an even larger volume on 
the new 1935 line of Sea Horses, which 
will probably be announced about the 
time of the National Motor Boat Show 
in New York. 


+ + 


A new fall trade bulletin, listing 
dealer cost prices, on the Moe’s line 
of poultry supplies has been issued by 
the manufacturers, Hoeft & Co., Inc., 
Chicago, Ill. The bulletin emphasizes 
that big savings on high priced feed 
can be made through the use of no 
waste feeders and equipment. 

* * * 

Sales of steel and heavy hard- 

ware thus far this year have shown an 





increase of approximately 40 per cent 
over the like period of last year. 
* * * 


The Miracul Wax Co., St. Louis, 
Mo., makers of Dri-Brite, said to be the 
original no-rubbing, no-polishing liquid 
floor wax announce a price reduction 
made possible by production economies. 
The new lowered prices become effec- 
tive on Oct. 15, 1934. Former and 
present prices are: 


Old Retail Price New Retail Price 
ee $0.75 ee essa $0.60 
Quart ... 1.25 Quart ... 1.00 
Gallon ... 4.00 Gallon ... 3.00 
Half-Gallon (New Size)....... 1.75 


It is believed that these new prices 
will greatly stimulate the sale of Dri- 
Brite Wax, which through extensive 
advertising and sampling has become 
very popular. x» x « 


Fall distribution of hardware 
shows certainly as many reasons for 
encouragement, as for disappointment. 
With no signs of great gains accom- 
plished or in prospect, consumer de- 
mand is steady and in many sections 
unexpectedly active. Important whole- 
salers find their September results— 
measured in dollars of sales—better, in 
comparison with 1933, than their Au- 
gust figures. Tonnage shipped is run- 
ning close to last fall. These reports 
are the more encouraging, when it is 
remembered that the early fall of 1933 
made a very good record for hardware 
sales, with most buyers ordering specu- 
latively to beat NRA price rises. This 
partly artificial nature of last year’s 
buying lends assurance that the steady 
and conservative’ ordering now preva- 
lent will mark up better relative gains 
as the year goes on. 

* *& & 


Early buying of toys and gift 
items, by hardware retailers, is reported 
ahead of 1933. Many dealers are add- 
ing toy and wheel goods lines who have 
never previously featured this selling. 
Larger opening orders are the rule. 
Prices on many toy items are due to 
advance, it is reported, because of the 
extra overtime costs required to pro- 
duce the needed large output in time 
for holiday shipments to retailers. Some 
increases averaging around 5 per cent 
were put into affect last month. 

& * 


Fall sports lines, too, are show- 
ing increase. A leading wholesaler men- 
tions football sales as being both 
larger and earlier than ever before. 
There is almost no lull in the great de- 
mand for bicycles, and it seems likely 
that the active open-weather sales, stim- 
ulated by school-time use, will merge 
into an unusually heavy gift demand 
for the holidays. Jobbers are coop- 
erating by liberal datings, toward the 
early building up of Christmas stocks 
of all items in the retail stores. 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


USE- 


We can supply you with 
the following lists :— 


1062 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $12.00 


12171 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6930 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15976 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 


35077 Hardware Retailers (Complete List). 
For $4.50 per M. 


866 Department Stores handling Hardware 
and Housefurnishings. For $5.00 
ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3”x5” 
CARDS THERE IS AN EXTRA CHARGE OF 50¢ 
PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details. 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 
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Complete.Lines 
Price Ranges 


DRIVER has everything you need to get the cream 
of the home workshop business. First, it has the 
tools — in quality and selection they are unsur- 
passed. Secondly, it has the followers — more 
DRIVER-built tools are sold than any other make. 
Last, but not least, DRIVER has the most desirable 
dealer proposition— no factory competition in 
direct-to-consumer business. Hedvy national ad- 
vertising directing prospects to call at your store, 
a dealer help service, and close factory coopera- 
tion—all of these benefits are yours with the 
DRIVER franchise. 


How thoroughly DRIVER takes care of its custom- 
ers is shown by the fact that every major tool in- 
cludes a 72 page manual of instruction—free. No 
other manufacturer services its customers like that. 
Why not call in your local DRIVER representative 
and talk things over with him? Just drop us a line 
and we'll have him call. 


Just off the press — a large 2 color window display and folder showing the 
complete line of Driver Power Tools. Send for your copies. 


WALKER-TURNER CO., INC. 


5104 Berckman St. Plainfield, N. J. 





Suggests Plan to Eliminate Unemployment 


ALHAMBRA, Cau.—Recently I sug- 
gested a plan to eliminate unemploy- 
ment and place business upon a sub- 
stantial and equitable competitive 
basis. That a dealer be enabled to 
buy from a competitor at 10 per cent 
discount. The reasons for such a plan 
are as follows: A number of sales- 
men think it will prevent merchants 
from running special low prices, unless 
their main idea is to dispose of a spe- 
cial lot of merchandise. The opinion 
is growing that certain stores are en- 
abled to undersell by reason of bet- 
ter buying organizations. 

This opinion has caused merchants 
in general to refrain from placing ad- 
vance orders for goods, which attitude 
will continue unless and until there is 
a speculator’s chance of making a 
profit. 

This is not exactly a price stabiliz- 
ing plan, although it will have the ef- 
fect of assuring the purchaser that the 
price is right. It may appear that this 
idea would run certain large or un- 


ethical stores out of business, but it 
will not; it will cause them to become 
reliable, ethical dealers. 

The advantages are: 

1. It would stimulate advance buy- 
ing, assuring a profit for someone. 

2. It will absorb the surplus money 
in the country. 

3. It will eliminate the necessity of 
unearned pensions, doles, etc. 

4. It will introduce an unparalleled 
period of activity and prosperity. 

5. The efficacy of the plan can be 
demonstrated in any town or city. 

6. It does not depend upon the abil- 
ity, integrity or willingness of your 
competitor. 

7. It does not depend upon his 
wealth or resources. 

8. It does not retard the movement 
of merchandise. 

9. It is necessary that such a plan 
be adopted to insure the main pro- 
visions of the United States Constitu- 
tion, to promote the welfare of the 
people. J. F. AsHcrart. 





A Good Business Letter 


A Harpware AcE reader wrote 
Saunders Norvell for advice on writing 
business letters. Mr. Norvell’s reply 
will interest a great many readers. It 
sets forth in simple language a few 
basic facts on the subject and reads 
as follows: 

“Yours of April 27 received, asking 
my ideas in regard to a good business 
letter. My answer is it all depends 
upon circumstances. The subject is 
too large to cover except by writing a 
long essay, dividing the essay into the 
various kinds of letters that must be 
written. I have not the time just at 
present to write such an essay. 

“Generally speaking, my effort in 
writing letters has been to make them 
personal. I have no use for form let- 
ters or letters that are written in a 
“high-hat” style. I try to write to 


people just as I would talk to them if 
they were sitting at my desk. Of 
course the basis of a good business 
letter is first a knowledge of the per- 
sonal characteristics or peculiarities of 
the person to whom you are writing, 
and, next, complete familiarity with 
the subject you are writing about. 
People these days are usually bored 
with long letters, especially technical 
letters. 

“At one time in my business experi- 
ence, when it was necessary for me to 
write a great many letters, I soon 
found that these letters fell naturally 
under certain heads. Probably twenty 
different kinds of letters covered the 
entire list. I then had a number of 
pamphlets printed of a size to inclose 
in a regular-sized envelope, covering 
in detail most of these headings. Then 
when I answered a customer I would 
write him a letter, rarely over a page 





in length, and attach to my letter the 
pamphlet covering the subject. | 
found these pamphlets attached to let- 
ters saved a great deal of time and 


work.” 





Competition from the Schools 


BIRMINGHAM, ALA.—I am enclosing 
copy of letter mailed to principal 
schools and colleges in this state. We, 
in cooperation with Retail Druggists 
and Alabama Independent Merchants 
Association, are making a concerted 
drive on this kind of competition. 

The schools appear to have gotten 
into this business at first in a small 
way, under the excuse of rendering 
their pupils a service, and without any 
thought of the outside merchant, who 
is a taxpayer, pays license and Code 
wages. We are getting some replies 
stating they are with us 100 per cent 
and agree that the schools should stay 
out of the merchandising business. 
Others are resenting the protest, using 
various excuses that the little stores in 
the basement help promote discipline 
and save the pupils a little walk that 
might cause them to get their feet wet 
in bad weather. Some are trying to 
excuse it, stating they make no profit, 
which makes it worse still for the out- 
side merchant. 

I believe you can do the hardware 
retailer some good by publishing Sec- 
tion 3, Article 2, Retail Code. 

J. H. Crowe, 
Secretary, 
The Retail Hardware 
Association of Alabama. 

The letter mentioned follows: 

This Association, representing 150 
Retail Hardware Dealers in Alabama, 
wishes to file protest of schools engag- 
ing in the business of selling, at retail, 
school supplies, sporting goods, etc., 
without license, paying no Code wages 
or operating Code hours. 

We believe this to be unfair, un- 
ethical and oppressive to the small 
business man, who, as taxpayer is 
forced to help support the very insti- 
tution that is competing with him. We 
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“I DON'T CARE what kind 


of a winter we have”’ 





“My wife says I am like a kid with a new toy. But 
anyone who has struggled through four or five win- 
ters with a pair of balky garage doors and has found 
a 100% remedy will know how I feel. 

The credit should really go to Sam Rogers who 
lives near me and owns a hardware store. He sug- 
gested Stanley “Swing-Up” Equipment. Said it could 
be applied to my old doors. 

I was skeptical, but I’m telling you it is great. I 
don’t care what kind of a winter we have, I know my 
garage doors will open and close easily. And I won’t 
have to shovel snow for half an hour.” 


The big season for garage door ailments is with us. 
Make a canvass of your locality and show the merits 
of Stanley “Swing-Up” Equipment. You can pick up 
business for this winter-proof door equipment. 


Write for full details 
on all types of 
Stanley Door Equipment 


THE 
STANLEY WORKS 
New Britain, Conn. 
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RUSTY SAGGING FENCE 











Every rusted-out fence 
...a Sales opportunity! 


Offer him fence doubly protected from rust 


Two Types of 
Steel Posts 


both nationally 
known brands— 


r| RED TOP 
| POST 
thd 1 


tener, identi- 

fied by the 

well known 
“red top.” 








TeeRailtype 
with positive 


identified by 

a ndsome 

“aluminum 
stripe.” 














fastener , 


It’s poor business to sell fence with a thin, 
skimpy coating, and without copper in the 
steel. Such fence can’t stand up in this 
climate. Rusting, pitting and pockmarking 
will soon destroy it. That means disappointed 
customers. Play safe! Sell Red Brand—the 
fence that fights rust years longer—in two 
important ways. 
A thicker coating of zinc 

Red Brand fights rust, first, with a special 
Galvannealed zinc coating MUCH THICK- 
ER than on ordinary galvanized fence wire. 

Galvannealing is a heat treating method, 
which makes possible this thicker coating, 
and fuses it right into the steel, so it doesn’t 
crack or flake off. Galvannealing is protected 
by 12 U.S. patents, controlled by Keystone. 


Enough copper in the steel 
Red Brand fights rust, second, with a rea/ 
copper bearing steel that lasts, say experts, 
at least TWICE ag long as steel without 
copper. No more brittle, flaky rust—the 
kind that causes pitting, pockmarking and 
premature wire failure. Red Brand stub- 
bornly resists rust clear to the core. 

Red Brand costs your customers only a 
little more than poor fence. But they get a 
fence that’s there to stay. They are dollars 
ahead in the end. 

Dealer prices—Agency details 
New catalog describes Red Brand hog, field 
and poultry fence, Red Top and Keystone 
Steel Fence Posts, and other wire and fencing 
products. This catalog, dealer prices, and all 
agency details, are gladly sent on request. 
Write today. 

KEYSTONE STEEL & WIRE COMPANY 
869 Industrial St., Peoria, Illinois 


RED BRAND FENCE 


“Fights rust 2 Ways! Topper Bearing 
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are advised that this is an unfair trade 
practice by the NRA, and refer you to 
Article 2, Section 3, Retail Code. 

We believe the discontinuance of this 
would work to the mutual advantage of 
schools and merchants, creating a more 


friendly and helpful spirit, once fair 
competition was established. 
Awaiting your reply, we are 
J. H. Crowe, Secretary, 
The Retail Hardware 
Assn. of Alabama. 





Bull Rings for Milady’s Dresses 


Boont, Iowa—The writer sort of 
grew up in a hardware store. The 
customers of the old firm of Crary 
Bros. (J. R. Crary, uncle, and 
M. S. Crary, my father) had a saying, 
“While their goods may cost a little 
more, the quality is there and you can 
always get it at Crary’s.” 

I have often thought since how ap- 
plicable this was, especially when an- 
swering some of the inquiries for dif- 
ferent kinds of merchandise people will 
ask for. 

The fact that they so often had the 
stuff or knew where to get it made a 
hit with the trade and brought them 
lots of business. We wish that we 
could do as well these days. 

The old firm did not do much with 
sporting goods. The writer likes to 
shoot, swim, and the boys in the store 
play golf and fish. It all helps and 
we work for the women’s and chil- 
dren’s trade as well as that of the men. 
We sell bathing suits, outing clothes, 
gym suits, etc. If they want to try 
them on, we have a dressing room, but 
more often the girls take the garments 
home on approval. 

It’s really amusing to see some of 
the things they buy for decorative 
purposes on their dresses. One thing 
leads to another. We have sold tin 


roofing caps to sew on, brass chain, cel- 
luloid chicken leg bands and harness 
rings, hog jewelry, viz: pig rings and 
other things. 

Naturally if a fellow does not have 
what they ask for he uses his wits and 
tries to sell them something of a like 
nature that will answer the purpose. 

The other day a lady from a neigh- 
boring town was in and purchased 
some chicken leg bands and then be- 
gan to look around the store. “Have 
you any large rings?” she asked. 

I showed her some japanned iron 
rings. “Those would be all right,” she 
said, “if they were a little larger and 
of brass.” In the envelopes they came 
in next to the iron rings were some 
2%-in. copper bull rings. 

I then asked her how she would use 
the rings. “I want to hang one on 
my dress,” indicating with her hand 
in front where she would place it. 

The writer showed her a bright cop- 
per bull ring. “That will do fine,” 
she said. Then she asked, “What is a 
ring like that used for?” I explained 
how they were attached to a bull’s 
nose. 

She laughed and paid for it. 

Tell that to “Sank” Norvell. 

Frep W. Crary, 
The Crary Hardware Co. 





Selling Cheap Chinese Shopping Bags 
Retards Recovery, Says Mr. Sweeney 


Boston, Mass.—There is a good 
hardware store in my town. I have 
been a charge-account customer there 
for several years. The owner was re- 
cently president of his State hardware 
association. Several times I have no- 
ticed on his counters items made in 
Japan, Germany, etc. This morning 
in talking with the clerk I noticed that 
he had on the counter shopping bags 
priced at 59 cents and 69 cents with 
tags “Made in China” attached to them. 
This struck my interest right away be- 
cause we happen to have a client in 
Lowell who makes shopping bags. 
Furthermore, they employ American 
labor and are an American firm. 

I have talked with this merchant sev- 
eral times about stocking cut-throat 
foreign goods, but this particular in- 
stance more or less galled me. How 
in the name of Recovery are we going 
to get anywhere when a retail hard- 
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ware dealer, especially one as promi- 
nent as this one, stifles the sale of 
American products in this way? No 
doubt the Chinese shopping bags are 
of pretty good quality. They are nice 
colors, but did not seem to be well 
made, especially the handles. I feel 
pretty sure that if you were to look 
into the labor you would find it was 
coolie labor at 9 cents a day, or pos- 
sibly it might be convict labor. Of 
course we cannot criticize the use of 
convict labor because we do that in our 
State. For instance, in Massachusetts 
and Connecticut the number plates for 
machines are made by prisoners. 

Now it is not entirely Mr. Retailer’s 
fault that he is stocking these foreign 
goods nor is it the fault of this particu- 
lar jobber, and it is not entirely the 
fault of the manufacturer that he can- 
not get around to everyone. 

I do think, however, that American 





retailers, jobbers and especially con- 
sumers particularly in these days might 
pay some attention to American manu- 
factured goods. 

We here in New England believe in 
a high tariff protection for our manu- 
facturers. If we cannot take care of 
our people, keep them clothed, fed. 
etc., there is no reason why the Gov- 
ernment should allow products like this 
to get in competition with well-regu- 
lated NRA manufacturers. 

Joun M. SWEENEY, 
The Federated Sales Service. 


Protest Free Paint Deals 


SASKATOON, SasK.—For your infor- 
mation may we submit to you the fol- 
lowing resolution which was passed 
unanimously at a meeting of some 300 
merchants of Saskatchewan at our con- 
vention held in Moose Jaw in June and 
at which the hardware trade was very 
largely represented: 

“That we go on record as objecting 
to the practice of free deals in paint 
and other merchandise and request the 
manufacturers and jobbers to refrain 
from such practices.” 

May we add that we have sent copies 
of this resolution to a large number 
of the members of the wholesale trade 
and we have received many letters of 
approved from them. 

W. L. McQuarrie, 
Provincial Secretary, 
Retail Merchants’ Association of 
Canada. 


The Glorified Business Man 


Brooktyn, N. Y.—Wonders_ will 
never cease. The average busines~ 
man of today is regarded in some 
quarters as the magician of the ages. 

Upon him is imposed the task of 
paying more money for less work 
(which used to be regarded as in- 
creasing costs) and at the same time 
selling his merchandise at lower 
prices. 

He is obligated to pay retroactive 
taxes, not out of profits but out of 
past gross business income, which has 
already been bathed in red ink, taxes 
which his budget never contemplated. 

He is presumed to maintain em- 
ployment that is actually superfluous, 
but that he has been keeping on in 
order to hold intact an organization 
that can properly function when re- 
quired. 

No longer can he be guided in his 
planning by his knowledge of accepted 
laws, but is subject to an interpreta- 
tion of alphabetical edicts that are 
rarely built on the common law of 
right and wrong, but generally on the 
basis of the inexperience of those who 
seek to inaugurate a business utopia. 

He is cautioned against criticizing 

(Continued on page 100) 
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MYERS 


FAULTLESS / 
CYLINDERS 


Water volume depends largely on the style and size of 
cylinder. Whether the well be deep or shallow, water 
service is no better than the cylinder used to secure it. 


The new MYERS FAULTLESS CYLINDER—+ee illustra- 
tions—has been designed for deep well pumping. Care- 
fully built for full volume, care-free operation, it is rugged, 
noiseless, smooth and efficient. Just the type of cylinder 
that will sell well in any locality. 


Features include SELF-CLEANING beveled brass seat, 
bevel faced rubber poppet valve, brass cage plunger, 
rubber faced brass valve, brass seat on iron 
follower, and other late improvements that 
will open the way to more cylinder business 
for Myers dealers. 


Catalog and complete information on 
request. 


THE F. E. MYERS & BRO. CO. 


Ashland, Ohio 














seT screws GORDBIN 


Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 


BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 


THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


New Britain, Conn. 


Warehouses: 


New York Chicago 
Philadelphia 





MERICA 3 
Liha 2 ot , 
ad 


For Hardware and Supply Trades 
We manufacture sHEETs of recognized reputation and 
value. For roofing, siding, gutters, spouting, air con- 
ditioning systems and general sheet metal work, use 


Keystone Copper Steel Sheets 


(2 
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for lasting service and maximum 
resistance to.corrosion. Insist upon 
AMERICAN Black Sheets, Keystone 
Quality Sheets, Apollo Best B'oom 
Galvanized Sheets, Galvannealed 


Sheets, Heavy-Coated Galvanized 
Sheets, Formed Roofing and Siding 
Products, Terne Plates, and USS 
STAINLESS and Heat Resisting 
Steel Sheets. Write for information, 





AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 











Whats New 


for Retail 


Hardware Stores 


Abrasive Products Offers 
“Craftsman Kit” 


The “Craftsman Kit,” designed for the 
home craftsman, handy man and model 
builder, contains 24 sheets of paper and 
cloth coated with Garnet, Emery, Jewelite, 
Jewelox and other abrasives. Finishing 
papers, cabinet papers, packed in strong 
metal-edge boxes. Craftsman Kits are 





packed 12 kits to a display carton. Carton 
and kits finished in black and yellow. 
Assortment for painting and varnishing, 
shoe repairing, knife and scissor sharpen- 
ing, cleaning hats and shoes, furniture 
repairing and removing rust and stains. 
Suggested retail selling price, 50c per kit. 
Dealer cost $3.60 per dozen. Abrasive 
Products, Inc., S. Braintree, Mass. 





Barrett Dealer Helps 
Tie Up With Housing Act 


Barrett dealer helps include an attrac- 
tive red, white and blue window banner 
inviting customers to inquire for particu- 
lars on loans, under the National Housing 
Act provisions, for home repairs and im- 
provements. A company portfolio briefly 
describes provisions of the housing act and 
shows mailing pieces for a reroofing cam- 
paign. Folders, blotters, swatches, carpen- 
ters’ aprons, sample boards and window 
trim material are illustrated and described. 
Illustrations show Barrett roll roofing and 
shingles and Barrett preservative, repair 
and protective products. Included are mail- 
ing list blanks to notify the manufacturer 
of the names of customers and prospects 
to whom mailing pieces are to be sent. A 
folder entitled “Steps to Bigger Business” 
contains printed pieces explaining simply 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


vs “Ware 

















and clearly the Government’s repairing and 
remodeling program under the National 
Housing Act, as well as another poster 
inviting inquiries from customers and 
application blanks for homeowners to use 
in requesting loans under provisions of the 
housing act. FHA bulletins are included 
together with the company’s own outline 
for a campaign tying in with the housing 
act. The Barrett Co., 40 Rector St., New 
York City. 


Westinghouse Chest 
Type Refrigerator 


This two cubic foot capacity chest type 
Westinghouse refrigerator has a suggested 
retail selling price of $77.50, f.o.b. factory. 
Model DC-20 has hermetically sealed unit. 
Recommended for small homes, for fami- 
lies having lower incomes, summer cot- 
tages, etc. Exterior finished in white high 
bake Dulux while interior is of one piece 
porcelain. One-eighth horsepower motor. 
Unit directly controlled by temperature 
selector located on outside of cabinet. 
Evaporator constructed of “Sanalloy.” Two 
and a quarter pounds of ice or 20 cubes 
may be made at single freezing. Stands 
36 in. high, 22% in. wide, with depth of 
20% in. Base is slightly recessed and 
finished in black. Standard five year pro- 





tection plan may be obtained at a cost of 
$7.00 additional. Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio. 





Gibbs Offers Catalog 
and “Trapping Tricks” 

“Trapping Tricks” is a booklet of data 
on modern methods used by trappers. It 
tells how and where to trap the common 
fur-bearers of America, describes trapper’s 
outfits, and suggests types of traps for the 
capture of various fur-bearing animals. 
Gibbs and Triumph steel animal traps are 
described and illustrated in a 24 page 
booklet. Illustrations show methods and 
places for setting traps. In addition to 
traps there are illustrations of steel chain, 
trap tags, trap placers, fur stretchers, 
drags, etc. W. A. Gibbs & Son, Inc., 
Chester, Pa. 


——_—— 


Fisher Brass, Inc., Offers 
Packaged Plumbing Fixtures 


The Fisher packaged plumbing fixture 
line is packed in a strong package which 
may be used for display purposes. Pack- 
ages have attractive designs on back- 
grounds of blue and silver. When package 
is to be used for counter display the top 
cover is opened revealing a cut-out decora- 
tion illustrating use of fixture. Single sink 
faucets, combination sink fixtures, lavatory 
faucets and bath faucets are packed in 
these attractive units. Smaller units com- 





plete in one piece for both shipping and 
display. Larger containers equipped with 
covers that offer fixtures additional protec- 
tion when in transit or on the shelves. 
Fisher Brass, Inc., Marysville, Ohio. 
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i 
NATIONALLY ADVERTISED 
THERMOMETERS SELL 35¢ UP 


Only line of thermometers nationally 
advertised to retail at such low prices. 
Guaranteed commercially accurate. 
Selling big wherever shown. Women 
like the easy-reading dial and un- 
breakable feature. 


Models for oven, refrigerator, room, 
outside window, auto, 35¢. Handsomer 
designs, 50¢, 75¢, $1.00 Bath (floats), 
50¢. Candy-jelly-fat, $1.25. Humidi- 
meter, $1.75. Humiditherm, $3.50. 
Catalog free. Ask your wholesaler’s 
man to show you the big variety of ac- 
curate, attractive models at 35¢ up. 


Display Material Supplied Free 
By Your Jobber 


ROCHESTER MANUFACTURING CO., In: 
116 Rockwood $t., Rochester, N. Y. 





DIAL THERMOMETERS 


EASY TO READ*ACCURATE 



















STAONAL Marking Crayons are 
free from grit and always make a 
clear, indelible, waterproof mark. 

NO. 4 STAONAL is the one 
satisfactory answer to the problem 
of marking Transparent Cellulose 
and Glass. NO. 2 STAONAL is un- 
excelled for marking Parcel Post 
and Express Packages. NO. 29 
STAONAL is a hard- pressed Lum- 
ber Crayon “for marking on green, 
wet and dry lumber. All three are 
furnished in Black and Colors. 

Made by the Sole Makers of 
CRAYOLA, the world’s largest-sell- 
ing drawing crayon brand. 


BINNEY & SMITH CO. 


Room 1952 41 EAST 42nd STREET 
NEW YORK 











TREASURE 


Buried Where 
Digging’s Easy 
eee 


AKE HARDWARE 
AGE your chart 
to help you find the 
way to increased sales. 





Ideas, tried and suc- 
cessful are deposited in 
the pages of each issue. 

A little light digging 
and they’re yours to use 
and profit by. 


The advertisers, too, 
offer helpful ideas to 
the wide awake hard- 
ware man. 











read 
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ATTENTION HARDWARE CONVENTION DELEGATES 





The President 


ATLANTIC CITY'S NEWEST BOARDWALK HOTEL 


cordially invites you and your friends to make it your 
headquarters while attending the conventions in 
October of the National Wholesale Hardware Asso- 
ciation and the American Hardware Manufacturers 
Association. 


600 Rooms with Fresh and Sea Water Baths 
American and European Plans 
Service Bar and Grill 
Swimming Pool 


MAKE YOUR RESERVATIONS EARLY 

















Special Rates 








OCTOBER 11, 1934 
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Simmons “Keen Kutter” 
Cutlery Display Table 


This table is for displaying “Keen-Kut- 
ter” scissors, shears and pocket knives 
under glass. Has slanting glass top com- 
posed of three large sliding plates for 
quick, easy inspection of merchandise. Felt 
mounted display inserts lift out. Under 
each insert is a stock compartment. The 
rear of the counter table has compartments 
for keeping duplicate stock. Space around 
the base of counter may be used to display 
other items. Full particulars on the KK 
Cutlery Plan for Retailers, under which 
the display table is available may be ob- 
tained from Simmons Hardware Co., St. 


Louis, Mo. 


Wood’s Closed Back Shovel 


This shovel somewhat resembles the hol- 
low back type, the principal difference 
being that it has a steel plate welded 
securely to blade and extending up into 
socket. Upper part of plate is free to per- 
mit flexing and as there is no strain on 
the insert it cannot pull loose. The maker 
states that by this construction the one 
piece steel blade is made smooth front and 
back and yet permits use of tapered socket 





which is heat treated to provide extra 
strength and greater springiness. It also 
said that this type socket permits the lift 
or bend usually found only in plain back 
shovels to be applied in this model. Has 
straight handle and turned _ shoulder. 
Pressing of double thickness of metal at 
top of blade into sturdy beading gives 
greater strength to the frog, eliminating 
blade splitting and providing greater foot 
comfort for workers, says the maker. An 
illustrated eight page booklet on the shovel 
has been prepared by the manufacturer. 
The Wood Shovel & Tool Co., Piqua, Ohio. 
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Norgette Model 
Refrigerator, List $77.50 


The “Norgette” electric refrigerator de- 
signed to meet the demand for a model 
for the family having an income in the 
lower brackets lists at $77.50, plus freight. 
Has standard Rollator. Capacity 2 cu. ft. 
storage space, full porcelain interior, lac- 








quer sides and front and porcelain top. 
Measures 36 in. high, 22% in. wide and 
195g in. deep. One basket, one sliding 
and one tank bottom shelf. Two ice trays, 
36 cube capacity. Beverage bottle capac- 
ity with sliding shelf removed totals 36 
bottles. Norge Corp., Detroit, Mich. 


Ladd’s Discount Book No. 3 


A new and enlarged edition of this 
widely used volume, embracing what is 
said to be the most comprehensive collec- 
tion of discounts ever printed, together 


with many other valuable computations for 
commercial purposes. Contains more than 
300,000 accurate computations, giving the 
net of any amount at a wide range of 
simple and complex discounts. Double in- 
dexed for ready reference. Also includes 
valuable calculating information for use in 
selling and buying by discount, pricing 
and checking invoices, figuring inventory, 
making selling prices, splitting up dis- 
counts, finding discounts when both net 
and list price are known, figuring sales- 
men’s costs, estimating profit on the selling 
price, adding per cent profit, reckoning 
time, computing interest, obtaining multi- 
pliers for calculating machines, figuring 
foreign exchange, making domestic prices 
upon imported goods, and for many other 
purposes. 

The book, postpaid, is priced at $10 in 
cloth binding; $15 in flexible leather 
binding, and is published by J. Fred 
Wright, 90 Everit St., New Haven, Conn. 





Rochester Dial Thermometer 
For Refrigerator 


This dial thermometer may be hung 
from any convenient grating. It is easily 





read. White enameled case, chromium 
trim, each with white dial. List price 35c. 
Rochester Mfg. Co., Rochester, N. Y. 





‘ 


Western Cartridge’s 1934 Fall Display 


Now ready for distribution, this window 
display piece shows Western ammunition, 


is in full colors and uses the same pic- 
torial subject as this year’s Western-Win- 





ammunition cartons and a cutout view of 
a Western Super-X shell. The center 
piece shows a boy and his dog. Display 


chester calendar, enabling dealers to tie 
in with Western’s consumer advertising. 
Western Cartridge Co., E. Alton, Ill. 
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Two-ounce 
bottle means 
plenty of 
repeats 





Convenient 
three-ounce 
spouter top 

can 





Hoppe’s 
No. 9 


brings in 
Hunters Trade 


OMETHING every gun owner needs 

—and needs NOW! When hunters 
walk into your store to buy it they 
are prospects for your other hunting 
equipment merchandise. And the well- 
known superior quality of Hoppe’s No. 
9 sets a quality standard for whatever 
else your customer wants .. . Be pre- 
pared. Stock No. 9—display it promi- 
nently .. . Also 


HOPPE’S Lubricating Oil 


The same high Hoppe quality. Pure. 
Colorless. Penetrating. Won’t gum. 








Sell it to shooters for lubricating all 


: firearms, cleaning, polishing, protecting 


exposed metal surfaces; to fishermen 
for oiling reels; and for many house- 
hold uses. 
Your jobber will supply you promptly 
—order Hoppe’s No. 9 and Hoppe’s Oil 


TODAY. And write us for free GUN 
CLEANING GUIDES for your customers. 


FRANK A. HOPPE, INC. 
2314-A N. 8th St., Philadelphia, Pa. 


New York: Ed. W. Simon Co., Inec., 302 Broadway 
Los Angeles: H. L. Bowlds, 108 W. Second St. 
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SELL BOTH 


and profit from both 

sales. Speedy Sprayers 

operate with auto, 
truck or tractor motor 
for power, or from elec- 
tric light circuit. A va- 
riety of models priced for 
all pocket books. Inex- 
pensive and dependable. 
Attractive counter display 
for quick, easy sales. 


DEALERS: Write at once 
for complete details and prices. 


a aa 
2014 N. MAJOR AVE. 
7 “ eo 
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Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots. 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 








being second only to the President 
in influence in the administration. 
Though his attitude toward industry 
on the whole is held to have been 
fair, it is but natural that, having 
long been counsel for the railroad 
labor union, he has strong leanings 
toward organized labor. Neverthe- 
less, he has come to grips with prom- 
inent officials of organized labor. 
He is widely recognized as a man 
of unusual ability and of integrity 
and will fight for principles he 
espouses even if opposition comes 
from a friendly camp. His differ- 
ences with General Johnson empha- 
size this fact, though Mr. Richberg 
still retains warm personal regard 
for the former administrator. 

The President’s plan with regard 
to the new NRA will be like that of 
many other plans he has adopted. 
It will be a plan of experimentation 
and it has been said it will be done 
through evolution over a period of 
years, with the Industrial Emergency 
Committee acting as an adviser. Mr. 
Richberg said emphatically, how- 
ever, that the committee is not going 
to run the NRA, but that it is its 
duty to make recommendations to 
the President concerning problems 
affecting NRA and other emergency 
agencies and to determine “with the 
approval of the President the gen- 
eral policies of the administration 
of the National Industrial Recovery 
act.” This means, he said, that the 
Industrial Emergency Committee 
acts, first, in an advisory capacity 
to the President, and, second, under 
his direction, to coordinate the ad- 
ministration of such policies by all 
the governmental agencies con- 
cerned. 

The National Industrial Recovery 
Board will administer Title I of the 
Recovery act under the direction of 
the President “just as other emer- 
gency agencies are administered.” 

The Industrial Emergency Com- 
mittee is composed of the heads of 
departments or agencies dealing with 
“problems of relief, public works, 
labor disputes and industrial recov- 
ery, together with allied problems 
of agricultural recovery,” as pointed 
in the President’s executive order, 
issued at the same time he issued his 
order setting up the National Indus- 
trial Recovery Board. 
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N.R. A. Reorganization 


(Continued from page 51) 


While Mr. Richberg said it should 
be obvious that the committee of 
which he is director is not intended 
to direct the operations of any of 
the departments or agencies repre- 
sented on the committee, the belief 
prevails, nevertheless, that it will be 
a strong influence in shaping NRA 
policies. Particularly it is thought 
that Mr. Richberg himself will be 
a powerful force in this direction. 

The stir that was created over the 
setting up of the new NRA board 
apparently was the reason Mr. 
Richberg, at a jammed press con- 
ference last Friday, sought to reas- 
sure business and industry. 

“The most important service that 
can be performed at the present 
time,” said Mr. Richberg, “is to pro- 
vide a continuing assurance against 
sudden or sweeping changes of pol- 
icy and of deliberative action after 
full consideration and discussion 
with opportunity for all those inter- 
ested to know what is under consid- 
eration to be heard.” 

Despite this assurance, however, 
there is a strong drive by organized 
labor, with administration support, 
for shortened hours without reduc- 
tion in wages and the question is 
now before the new administrative 
board. It is looked upon as a re- 
newal of the administration’s effort 
to accomplish what the President 
endeavored to accomplish last spring 
when addressing the Washington 
meeting of code authorities of the 
country. Sharp reaction came from 
industry generally and the attempt 
proved a failure. Bolstering the 
movement is organized labor’s re- 
vival of the drive for the 30-hr. week, 
a lively subject before the San Fran- 
cisco convention of the American 
Federation of Labor. It is doubted 
that organized labor expects to get 
Congress to pass a 30-hr. week leg- 
islation but is certainly expecting to 
slice down from the 40-hr. week, 
largely standard for all industries, 
perhaps to a 36-hr. week. 

The attitude of the new NRA 
board with regard to price protec- 
tion is expected to come to light be- 
fore long. Meanwhile the move from 
any form of price protection, except 
for natural resource industries, has 
gathered muh momentum. The 


President himself has indicated that 









there will be further minimizing of 
price control and has expressed 
strong doubts as to price fixing and 
even price posting. Also he has in- 
timated that he will ask Congress 
to restore the anti-trust laws in full 
as it relates to these practices. His 
idea, it has been indicated, is to 
simplify codes, and to retain only 
provisions against child labor, the 
collective bargaining section, and the 
maximum wage and minimum hour 
requirements. With NRA shaping 
up a policy of this sort it is evident 
industry, with insufficient protection 
against price-cutting, and with still 
higher wage costs, would generally 
be ready to see NRA discarded en- 
tirely. 

The price problem, however, is 
proving to be difficult and perhaps 
the strongest support for continued 
price protection comes from labor 
itself, holding it is necessary in 
order to maintain wages, while the 
most powerful element to break it 
down comes from consumer interests 
as represented by the NRA consum- 
ers’ advisory board and some mem- 
bers of the Research and Planning 
Division of NRA. Supporting this 
latter attitude is the rising protest, 
against increased costs of living 
which are making the country in- 
creasingly “consumer conscious,” an 
important factor during a political 
campaign. 

Mr. Richberg, “personally,” said 
that individual consideration by in- 
dustries will govern the matter of 
prices, in his opinion. He explained 
that conditions are so different in 
the different industries that each 
should be considered individually. 
Regarding the anti-trust laws, he 
said industries adhering to codes are 
exempt but that those operating 
monopolistically and _ restraining 
competition or producing unfair 
competition are not exempt. 

The final move in “decentralizing” 
NRA will be the setting up of a ju- 
dicial branch. With code violations 
becoming widespread, some com- 
mitted with almost open defiance 
and apparent readiness of violators 
to go to court, this will be an ex- 
tremely important move. It is be- 
lieved that sharing in the work of 
code enforcement through _ this 
branch will be the Federal Trade 
Commission and the Department of 
Justice. 
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At Our Expense 
Learn the Real 
am 6k Quality of Staples Wax 


We are confident that Staples Floor Wax has no 
superior in quality and results obtained from its 
use. That’s what thousands of users tell us. That’s 
what we ask you to find out at our expense. Just 
send in your request on your company stationery 

and we'll see that you 


ST APLES “ — size can, 
WAXES 


H. F. Staples & Company, Inc. 
Medford, Massachusetts 
Fine Floor Waxes since 1897 








aker brush CO. 
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GRAND STREET 
NEW YORK 














..» HAVE YOU HEARD ¢he one 
about the traveling salesman? 


He wentto bed atthe William 
Penn and slept twenty years! 
Well, maybe that is a little 
exaggerated. But anyway, 
the beds at Pittsburgh’s 
number one hotel are so 
comfortable you don’t ever 
want to get up. The food in 
the four famous restaurants 
is equally exceptional, and 
the prices reasonable. Quiet, 
well-furnished rooms, $3.50 
single; $5.00 double, all 
with bath. 





1600 ROOMS . 1600 BATHS 


HOTEL WILLIAM PENN 


PITTSBURGH, PENNA. 
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A Money Maker... 
This Flour and Corn Mill 


Constantly 


increasing sales on the Arcade 
Flour Mill mean just this... 


more and more 


retailers are finding a ready market for this 


profitable item. . 





+ and more and more consum- . 


ers are finding out from 
neighbors and friends 
»who use them that the 
mill is a big money 
saver. 

A money maker for 
the dealer... anda 
money saver for the con- 
sumer. . 

The mill grinds all 
sorts of grain—wet or 
dry. Can be set to grind 
fine flour or simply crack 
poultry feed. Makes per- 
fect, healthful flour from 
wheat, corn, barley, rye 
and rice. 

Order a supply of mills 
from your Jobber now— 
this is the season to sell 
them. 


ARCADE MFG. CO. 
FREEPORT, ILL. 


ARCADE 
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INDSAY Gasoline Mantles 


For use on all Gasoline 
Pressure Lamps and Lan- 
terns. We offer three types 
of Manties—No. 333 Heavy 
Weave Rayon Mantle, No. 
161 Cotten Mantle, and 
No. 2 Single Weave Rayon 
Mantie. All three types 
acid-free and sealed in 
moisture-proof cellophane 
envelopes, dozen-size boxes 
and gross-size display car- 
ton. From your ber or 
write us direct. 


LINDSAY LIGHT CO., CHICAGO, U.S. A. 











ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
“1 profit in handling 
BY them. 

Write for prices. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 











Rubyfluid 


Soldering and 


. . 
Tinning Flux 

The old favorite for 25 years. Has 

literally done millions of jobs to the 

satisfaction of every user. Now 

obtainable in two additional forms. 





Send for Free Sample. 


The Ruby Chemical Co. 
58 McDowell St. Columbus, Ohio 








The Original 


mal “HORSESHOE MAGNET” 
= HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 














FOR 80 YEARS 


A DEPENDABLE 
SOURCE OF SUPPLY Af 


BOLTS NUTS: SCREWS-RIVETS 
Write for Catalog, 


C.arx Bros four Ch 


BEMISS STREET, MILLDALE, CONN. 




















KRUSTOFF 


Cleans and _ prevents 

rust on polished top 

enameled stoves ... 

ovens... furnaces... 

stove-pipes .. . tools 
. machinery. 


Made and sold by the 
makers of Stovink. 


scnneens LABORATORY, 


Woreester, Mass. 











L«ttet? to the Editor 


rood from page 92) 


the tremendous increa 
mental bureaus, emplo 
penses of which he p: 
part. 

His control over th- jAiring and fir- 
ing of employees must be delegated 
to others who have no capital invest- 
ment in his business. 

He must devote much time that 
could be employed in his business to 
studying codes and their interpreta- 
tions and also in opposing those tax 
measures which do not justify their 
imposition. 

Truly the powers that be must think 
him a glorified magician-—he himself 
thinks he is the goat. 


R. J. ATKINSON, 
Past N. R. H. A. President. 


and ex- 
so large a 


The Firearms Law 


Wasuincton, D. C.—We are receiv- 
ing innumerable inquiries from dealers 
concerning the provisions of the new 
Federal Firearms Law. Various Dis- 
trict Attorneys have issued statements 
concerning the laws which have been 
printed in the newspapers throughout 
the country and which have given the 
impression that all dealers in firearms 
must pay a Federal tax and that all 


owners of firearms or at least owners 
of semi-automatic firearms must regis- 
ter their guns with the local Collector 
of Internal Revenue. 

I am taking the liberty of sending 
you a copy of the new law. Its title is 
misleading. It should not be known as 
the Federal Firearms Law, but should 
be known as the Federal Machine Gun 
Law. A firearm as defined in the law 
is a full automatic weapon—in other 
words a machine gun or sub-machine 
gun. The law does not cover semi- 
automatic pistols, shotguns or rifles. 

The public should take notice of the 
fact that the word “firearm” as used 
throughout this measure applies only 
to those firearms specifically defined in 
the Act itself. Dealers throughout the 
country have been placed in such a 
perturbed frame of mind by the misin- 
formation which has been broadcast 
concerning this measure that we be- 
lieve you would be doing your readers 
a favor if you would either publish the 
complete text of the Act or at least 
publish the actual facts concerning the 
Act. 

C. B. Lister, 
Secretary-Treasurer. 

(In page 35 of the Sept. 13, 1934, 
issue of HARDWARE AGE this new law 
is fully explained—Ed.) 





Hardware Age's Courtroom 


(Continued from page 36) 


not be enforced against the party 

making the mistake. 

Your customer did not know that 
he was killing his case when he said, 
“I knew you were making the mis- 
take,” but he was. When he said 
that, he said the one thing that ousted 
him from his position. 

If your customer had not known 


| of your mistake, but had innocently 
| and in good faith accepted your 





estimate (even though he had made 
no commitments on the strength of 
it) you would be out of luck. In 
that case you would have to stand 
by your figures no matter what it 


cost you. No man who agrees to 


do a certain thing and whose agree- 
ment is accepted by another person, 
can subsequently say to the latter, 
“I can’t go through with my con- 
tract, because I find I made a mis- 
take.” Funny how many persons 
making business contracts can’t see 
this. I have known many cases in 
which a man who gave a wrong price 
for something, which the buyer ac- 
cepted, called the buyer up and 
calmly told him that the deal was 
off because of the mistake, and were 
deeply hurt and disgruntled when the 
buyer refused to agree. It seems fair 
for anybody to pay for his own 
mistakes. 





Van Cleef Folder Shows 
Exhibit At World’s Fair 


How “Dutch Brand” chemical and rub- 
ber products are exhibited at the Century 
of Progress is shown in a recently issued 
folder. The folder points out that visitors 
at the Fair received booklets, entitled 


“The Story of Rubber,” which also gives 
data about the Dutch Brand line. TIllustra- 
tions show the exhibit and a crowd wit- 
nessing one of the regular lectures. The 
Dutch Brand products are listed in the 
broadside. Van Cleef Bros., Woodlawn 
Avenue, Seventy-seventh to Seventy- 
eighth Street, Chicago, Ill. 
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NEW! NEW! 


ONEIDA VICTOR STEEL TRAPS 


NOW PACKED ONE DOZEN IN A_ STURDY 
RESHIPPING CARTON 


NOW SHELF AND COUNTER MERCHANDISE 


ELIMINATES ALL UNPLEASANT RE-HANDLING, 
COUNTING AND PACKING 


ANIMAL TRAP COMPANY OF AMERICA woe on. 


Manufacturers of Oneida Victor Game Traps for Over Eighty Years 













Moe’s Line—Always the symbol of Excellence 
and Value in Poultry Equipment. A big com- 
plete line, everything needed, and a profitable 
line to 
handle. 


No. 355—Roost Proof 
Flock Feeder. 5 ft. 
galvanized trough, 
wire guards, and 
flanged edges prevent 








meets the most exacting requirements 
of all types of users. Its perfect and 
uniform flux permits experienced me- 
chanics to do faster work and enables 
amateurs to do expert soldering. 


Gardiner Repair-All Solder (Acid- 
Core) is obtainable from your jobber 
in 1 and 5 Ib. spools (for larger users) 
and also in handy household cans. 








Gardiner Rosin-Core Solder is also 





waste. Wri te for available in the same sized packages. 
Catalog and prices. | oo eames and colorful packages make them easy to display 
HOEFT & COMPANY, INC. ee GARDINER METAL CO. 
2305 Davis St. North Chicago, III. 4821 So. Campbell Ave. Chicago, Il. 























Soldering tron dD’ 


8” Solder FREE! 


Thousands already sold! Amazing. Hun- 
dreds of everyday uses. Costs you only 26¢ 
each! 


SPECIAL OFFER! 


We guarantee sell-out 30 days—tear out this ad, 
send for a few dozen. Signs free. Advertised. 
Rush order—mention jobber's name. 


S$O-LO WORKS, Dept. AR, Cincinnati, O. 














oe | PANTHER & 
, is 4 DRAGON 


RUBBER & FRICTION 
TAPES 






Full-Size 11'2"— 

98% Pure Copper 

Heating Heads 
0 - 120 


Cellophane Wrapped 
and Sealed 


Hazard Insulated Wire Works 
Division of 
The Okonite Company 
Passaic, N. J. 



























| x LD, STERLINGWORTH 
D 


OUBLE BARREL SHOTGUNS 





12, 16, 20 GAUGE 








( ° 
ae Sportsmen recognize the rare value youcan & a + ae 
Retail 


offer them in a gun of famous Fox Quality at 


FOX GUN DIVISION 
SAVAGE ARMS CORPORATION 


Dept. M-4. Utica, N. Y. 
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pleasant salesman during my shop- 
ping experience with a very happy, 
“Good morning!” It was a lovely 
day. The sun was shining brightly 
and there was just enough chill in 
the air to make one feel full of pep 
and glad to be alive. Was it that 
this salesman had just made a large 
sale, the results of which radiated 
in his face and caused this unusual 
pleasantness which I had not here- 
tofore come into contact with; or 
was it that I had been treated so ex- 
tremely cool and indifferent in Store 
No. 6 that even ordinary courtesy 
might be exaggerated in comparison? 

At any rate, I asked for a spatula 
and this young man turned to a 
counter of kitchen cutlery and se- 
lected one. It had a large rusty spot 
on it, in addition to a covering of 
dust, I asked if he would mind my 
having a fresh one. After searching 
through his stock for a fresh one, he 
replied: “I believe they are all rusty,” 
and they were. This counter also 
contained a number of kitchen uten- 
sils, but everything was full of dust 
and rather old-fashioned. Nothing 
was shown in the bright enamels, or 
with brightly colored handles. And 
to think the price of that rusty spatula 
was fifteen cents. I could have pur- 
chased one with a pretty colored han- 
dle and one that shined like a new 
silver dollar for only a dime at the 
Ten-Cent Store. This experience with 
the rusty spatula may have embar- 
rassed this salesman, as he wrapped 
the package and gave me my change 
without a word; not even the auto- 
matic, “Somethin’ else?” I hesi- 
tated a moment, however, and then 
he asked, “How about a nice alumi- 
num frying pan?” To which I re- 
plied I was not interested, and 


thanked him. 
Store No. 8 


This store was a perfect setting 
for a country grocery store, with the 
possible exception of the checker 
board. Several men were on the out- 
side talking; no one was in the store. 
As I entered I was followed by one 
of the gentlemen. I asked for a 
small can of shell pink paint, where- 
upon the salesman pointed to a color 
card and asked, “Is it on there?” The 
card did not show the desired shade, 
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Are Retail Salespeople Asleep ? 


(Continued from page 41) 


so I selected another color, and 
handed him the money. He dropped 
the small can into a heavy paper bag, 
which looked as though it were in- 
tended for nails, or perhaps a small 
plow, and asked, “Isn’t there some- 
thing else for you today?” I went 
into a nearby drug store for a mo- 
ment and when I again passed this 
store, I noticed the salesman had 
joined the group and resumed his 
seat. 


Store No. 9 


At about 12.30 I entered the next 
hardware establishment on my shop- 
ping list. Here I found two men on 
the floor; one with a very youthful 
appearance, evidently the stock or 
shipping clerk, as he took no notice 
of me whatever, the other was wait- 
ing upon a customer. Presently, 
after completing the other sale, he 
approached me in a very pleasant 
manner. I asked for a good, inex- 
pensive paring knife. He turned to 
the case and began looking through 
a drawer filled with knives of every 
description. He showed me a very 
small stainless blade knife for 60c. 

I explained that this was too ex- 
pensive. He then showed me an- 
other one, which he said was only a 
dime, and I took this one. I no- 
ticed two other knives exactly alike, 
but bearing different prices; so I 
asked the price of these particular 
knives. He picked up the one 
marked the highest and quoted me 
that price; I picked up the other one 
and said: “This one is less expensive 
and I believe it will serve the same 
purpose.” He replied, “Oh, no, these 
are the same price.” I then handed 
the knife to him for his own inspec- 
tion. I did not take this knife as I 
had no intention of paying the price 
he asked. He inquired if there was 
not something else, and I selected 
another small item. 


Store No. 10 


It was about 1.15 when I visited 
the last store on my list. The win- 
dows were clean and attractively ar- 
ranged. Upon entering this store I 
found a different atmosphere. Up 
to this time all the customers seemed 
to be men, mostly carpenters, ap- 
parently; but here were women cus- 
tomers. There was only one sales- 






man, and while he was completing 
another sale I looked around. The 
store was perhaps a little cleaner 
than the average and the arrange- 
ment of the merchandise was good. 
Soon the salesman advanced with a 
slight smile, and “What is it for 
you?” I asked for a “Chore Boy.” 
He answered, “I believe we have 
some.” I had already noticed them 
in stock, but made no comment. He 
turned to the table, picked one up 
and handing it to me, said: “Ten 
cents, please.” I handed him a dol- 
lar bill which I had held in my hand 
during the transaction. He returned 
the change without a word, except 
a faint, “Thank you.” 

Concluding her. address, 
Mosteller said: 

“A prominent employer in England 
has made the statement that the work 
of the average man is given unwill- 
ingly, and that nothing short of men- 
tal cooperation of salesman toward 
buyer will secure the highest results. 
I am sure you will agree that my ex- 
perience in Store No. 6 helps to 
prove this assertion. The treatment 
received at the hands of this sales- 
man left me with a mental impres- 
sion that will be lasting, and resulted 
in a feeling that I shall never care to 
visit his store again. But Store No. 
7 offered an exception to the above 
rule—and may we each strive to be 
the exception. His gracious and af- 
fable attitude was all the former 
salesman had failed to be and was 
such that I did not mind paying 15c. 
for a rusty spatula. I shall look for- 
ward to the time when I shall have 
an opportunity to visit his store 
again. 

“We should strive, therefore, to 
leave a good mental impression upon 
each one who visits our store, even 
though he has only 10c. to spend to- 
day; he may return next week for a 
$100 purchase. 

“I only spent $1.95 out of the 
$10.00 given me to spend, or less 
than 20c. in each store I visited. 
Now, I wonder why? 

“After careful study, a modern au- 
thority on retail selling has stated 
that the average sales person can 
readily increase his sales 20 per cent 
by intelligent suggestions. Is it 
worth trying? 

“Stores are operated for customers. 
You can give the most complete, 
courteous and efficient service to your 
customers by intelligent suggestions. 


Mrs. 
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R. MURPHY’S STAY-SHARP 


Paper Hangers’ 


ott SLoYD 


Oyster Knives 


Skiving Knives AND } 
mg na MANUAL TRAINING KNIVES 
Mackerel Knives ao 


Cigar Knives ———— 
Pruning Knives « 
Oilcloth Knives 
Plaster Knives 
Kitchen Knives 
Stencil Knives 
Manual Training 








Roofing Knives big market for R. MURPHY STAY-SHARP SLOYD Knives. 
Shirt Cutters’ Once tried—they prefer them! For Professor or Layman they 
Blades and are the FINEST Sloyd Knives made. 
Handles Write for complete Catalog and Price List. 


ROBERT MURPHY’S SONS CO., Ayer, Mass., Est. 1850 








R. MURPHY’S STAY-SHARP Knives have met the most exact- 
ing requirements so satisfactorily for 84 years that they are 
standard equipment in schools the world over. Are you in a 
rs position to supply your neighborhood schools? Remember too— 
Knives the boys in your vicinity—always ‘‘making things’—offer a 








CUSTOMERS ASK FOR 
CLANCY 


“SURE-GRIP” 


GALVANIZED STEEL 


HOSE CLAMPS 


—STOP THOSE LEAKS— 


Easy on the Hose 
Permanently Tight 


J.R. CLANCY, Inc. 


Syracuse N. Y. 

















New Revolving Cabinet 
Makes continuous sales of 
Moore Aluminum Push-Pins 
Moore Glass Head Push-Pins 
Moore Push-less Hangers 
To Hang up Things 


The ideal display for the Hardware Store. 
Every customer will see it. Easy to refill. 






Your Jobber can supply you 


MOORE PUSH-PIN CO. 


113-125 Berkley Street Philadelphia, Pa. 











To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in °4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 
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FROM THE TOP IS THE CORRECT 
SCIENTIFIC METHOD OF VENTI- 


pose teem 






FOR THE WINDOWS 


GIVES YOU THE AIR 
THE RIGHT WAY 
TRave \J mann 


Patented Other Pat's Pend 


Simple in construction. Combined ventilator 
and shade holder. Does not have to be removed 
to close or open window. That's why it is 


seuuinc 9OC ITEM 


possessing many exclusive patented features. 
GET THE FACTS 


VENTILATING PRODUCTS CORP. 
1841 Broadway, New York City 


42 years of Consistent 


Sereen Cloth Service to Dealers 


Hard drawn steel wire screen cloth, full 

) gauge, perfectly woven, heavily zinc 

wd 04 coated after weaving, lacquered, attrac- 
tive White Satin Finish. 




















Hard drawn bronze metal wire, 
full gauge, perfectly woven with 
uniform mesh, lacquered, Bright 
or Antique Finish. Sold by leading distributors. 


New York Wire Cloth Com pany 


500 Fifth Avenue, New York . Factory: York, Pa. 














Light weight vs 
Heavy weight 


@ You wouldn’t expect a 100 pound prize 
fighter to knock out a 250 pound giant. 
Nor a light weight wrench to do work 
intended only for a heavy duty wrench. 


@COES Steel-Handle Wrenches are 
heavy enough and strong enough to han- 
dle any work within jaw capacity. 7 sizes: 
6 to 21 ins. Sell them with confidence. 


Ask your Jobber 


BEMIS & CALL CO. 


SPRINGFIELD ” MASS. 
































~ 









Turn Inquiries into Orders 


Equip yourself with Stewart 7@ 
literature, prices and discounts 
and be ready to convert that —% 
next inquiry into a profitable ¢ 
order for Fence, Gates or Mis- 
cellaneous fron and Wire Spe- | 
cialties. Write for our dealers’ jj 
proposition today stating prod- 
ucts in which you are particu- 
larly interested. 


THE STEWART IRON 
WORKS COMPANY, INC. 
213 Stewart Block, Cincinnati, Ohio 


| Cua 
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CONVENTION CALENDAR 


AmericAN Hardware Manufacturers Association Sixty-ninth 
Semi-Annual Convention and National Wholesale Hardware 
Association Fortieth Annual Convention—Meeting Jointly. 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 22 
to 25 inclusive, 1934. Secretary Manufacturers Assn.: 
Charles F. Rockwell, 342 Madison Ave., New York City. 
Secretary Wholesale Assn.: George A. Fernley, 505 Arch 
St., Philadelphia, Pa. 


CauirorniA Retail Hardware and Implement Association 
Thirty-fourth Annual Convention and Exhibition, Hotel 
Whitcomb, San Francisco, Cal., Feb. 12 to 14 inclusive, 
1935. Le Roy Smith, manager-treasurer, 417 Market St., 
San Francisco, Cal. 


Inuinois Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibition, Armory, Peoria, IIl., Feb. 5 to 
7, 1935. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, IIl. 


INDIANA Retail Hardware Association Annual Convention and 
Exhibition, Indianapolis, Ind., Jan. 29 to Feb. 1 inclusive, 
1935. G. F. Sheely, managing director, 130 E. Washington 
Bldg., Indianapolis, Ind. 


Iowa Retail Hardware Association Thirty-seventh Annual 
Convention and Exhibition, Des Moines, Iowa, Feb. 12 to 
15 inclusive, 1935. Sessions: Hotel Savery. Exhibition: 
Coliseum. Philip R. Jacobson, secretary, Mason City, Iowa. 


Kentucky Hardware and Implement Association Annual Con- 
vention and Exhibition, Seelbach Hotel, Louisville, Ky., 
Jan. 22 to 24 inclusive, 1935. J. M. Stone, secretary, Room 
9, Seelbach Hotel, Louisville, Ky. 


MicuicaNn Retail Hardware Association Annual Convention 
and Exhibition, Grand Rapids, Mich., Feb. 12 to 15 in- 
clusive, 1935. Sessions: Hotel Pantlind. Exhibition: Civic 
Auditorium. Harold W. Bervig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 


Minnesota Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, St. Paul Auditorium, St. Paul, 
Minn., Jan. 22 to 25 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis, 
Minn. 


Missour! Retail Hardware Association and Mississippi Valley 
Farm Equipment Association Joint Annual Convention, 
Jefferson Hotel, St. Louis, Mo., Feb. 19 to 21 inclusive, 1935. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 


Mountain States Hardware and Implement Association 
Thirty-third Annual Convention, Cosmopolitan Hotel, Den- 
ver, Colo., Jan. 14 to 16 inclusive, 1935. John T. Bartlett, 
secretary, 2005 Mapleton Ave., Boulder, Colo. 


NesrasKA Retail Hardware Association Thirty-fourth Annual 
Convention and Exhibition, Hotel Fontenelle, Omaha, Neb., 
Feb. 5 to 7 inclusive, 1935. George H. Dietz, secretary, 
414 Little Bldg., Lincoln, Neb. 


New Encianp Hardware Dealers Association Forty-second 
Annual Convention and Exhibition, Hotel Statler, Boston, 
Mass., March 6 to 8 inclusive, 1935. Guy C. Small, secre- 
tary pro tem, 140 Federal St., Boston, Mass. 
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Nortu Dakota Retail Hardware Association Annual Con- 
vention and Exhibition, Community Memorial Bldg., Bis- 
marck, N. D., Feb. 5 to 7 inclusive, 1935. Louise J. 
Thompson, secretary, 21 Clifford Bldg., Grand Forks, N. D. 


Oun1o Hardware Association Forty-first Annual Convention 
and Exhibition, Columbus, Ohio, Feb. 19 to 22 inclusive, 
1935. Sessions: Deshler-Wallick Hotel. Exhibition: Memo- 
rial Hall. John B. Conklin, secretary, 175 S. High St., 
Columbus, Ohio. 


OKLAHOMA Hardware and Implement Association Thirty- 
second Annual Convention and Exhibition, Shrine Temple, 
Oklahoma City, Okla., Jan. 29 to 31 inclusive, 1935. 
Charles F. Nelson, secretary, 301 Key Bldg., Oklahoma 
City, Okla. 


PANHANDLE Hardware and Implement Association Annual 
Convention, Amarillo, Tex., Feb. 4 to 6 inclusive, 1935. 
C. L. Thompson, secretary, Canyon, Tex. 


PENNSYLVANIA and Atlantic Seaboard Hardware Association 
Annual Convention and Exhibition, William Penn Hotel, 
Pittsburgh, Pa., Feb. 26 to March 1 inclusive, 1935. Glenn 
Pearce, managing director, 400 N. Broad St., Philadelphia, 
Pa. 


South Dakota Retail Hardware Association Thirtieth An- 
nual Convention and Exhibition, Coliseum, Sioux Falls, 
S. D., Jan. 29 to 31 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis, 
Minn. 


SouTHERN Ca.irorniA Retail Hardware Association Annual 
Convention and Exhibition, Shrine Civic Auditorium, Los 
Angeles, Cal., Feb. 18 to 20 inclusive, 1935. J. V. Guil- 
foyle, secretary, 1122 Pacific National Bldg., Los Angeles, 
Cal. 


Texas Hardware and Implement Association Thirty-seventh 
Annual Convention and Exhibition, Galvez Hotel, Galves- 
ton, Tex., Jan. 22 to 24 inclusive, 1935. Dan Scoates, secre- 
tary, College Station, Tex. 


Vircinta Retail Hardware Association Annual Convention, 
Monticello Hotel, Charlottesville, Va., Feb. 19 and 20, 1935. 
Thomas B. Howell, secretary, 602 E. Broad St., Rich- 
mond, Va. 


West VircintA Hardware Association Annual Convention, 
Windsor Hotel, Wheeling, W. Va., Jan. 17 and 18, 1935. 
H. B. Clower, secretary, Box 127, Oak Hill, W. Va. 


Western Retail Implement and Hardware Association Forty- 
sixth Annual Convention and Hardware Show, Kansas 
City, Mo., Jan. 15 to 17 inclusive, 1935. Sessions: Ararat 
Temple. Headquarters: Baltimore Hotel. Show: Con- 
vention Hall. Show secretary: Louis W. Shouse, Kansas 
City, Mo. Assn. secretary: H. J. Hodge, Abilene, Kan. 


Wisconsin Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, Auditorium, Milwaukee, Wis., 
Feb. 5 to 8 inclusive, 1935. H. A. Lewis, executive secre- 
tary, Stevens Point, Wis. George W. Korneley, exhibit 
manager, 3374 N. Green Bay Ave., Milwaukee, Wis. 


HARDWARE AGE 








Con- 
, Bis- 
ise J. 
N. D. 


=ntion 
usive, 
femo- 


i Se, 


‘hirty- 
mple, 

1935. 
homa 


nnual 
1935. 


iation 
Hotel, 
Glenn 
Iphia, 


) An- 
Falls, 
pher, 
polis, 


nnual 
, Los 
Guil- 
geles, 


venth 
alves- 
secre- 


ntion, 
1935. 
Rich- 


ntion, 
1935. 


‘orty- 
ansas 
rarat 

Con- 
ansas 
le 


nnual 
Wis., 
secre- 


chibit 


AGE 





Your store is known by the 
TRADE-MARKS IT KEEPS... 


When people see that you handle only the best products to be 
had, they unconsciously place greater faith in you and yourstore. 

That’s why you should a/ways have Eveready Flashlights 
and Batteries prominently displayed, For people have confi- 
dence in the name Eveready...and that confidence carries 
over into every other association they have with your store. 

So display that Eveready trade-mark—not just to sell more 
batteries, but as a constant reminder that tells your custom- 
ers... “‘this store handles only the finest products; you can 
have confidence in anything we sell.” 


NATIONAL CARBON COMPANY, INC. 
General Offices: NEW YORK, N. Y. 
Branches: CHICAGO, SAN FRANCISCO 
Unit of Union Carbide UCC and Carbon Corporation 














TAEK § 


‘Create confidence’ 
Ask your jobber 

















W. W. CROSS ¢CO. INC. 
EAST JAFFREY N.H. 








Equipment For Range and Fuel Oil 


OPENINGS FOR | Tanks, 
ls GUAGE —15 
Stands, 
Faucets, 
Gages, 
Vents, etc. 









ECONOMIC 
Steel RackCo. 


Everett, 
Mass. 





. 
: 22 ~~ 1932 
pure0 SEPT: 619 
Parenter 75403 











A Low Priced Series Sprinkler 

Lighter than the Sherman Portable Spray Head, but 

highly efficient. Body is heavy wrought brass with die 

cut threads mounted on “Duco” lacquered steel base. 
ys sa The 

™ SHERMAN 


Stayflat Sprinkler 


cannot tip over from 
writhing hose. Four in. 






carton with 2 end caps. % in. 
hose thread. Sold through 


se; 72 (Patented) pee. 

Connects with 

hose in series. H. B. Sherman Mfg. Co. 
Battle Creek Mich. 


























SUPPORT 
YOUR 
BOY SCOUTS 


SELL 
LICENSED 
Official 
ye seomm SCOUT KNIVES 


SING : Made by 














Official agai 
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ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 


Look for full page announcement 
in an early issue of Hardware Age 


INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


THE SYMBOL OF SUPREME LOCK PROTECTION 











for JIL STOVES-RANGE BURNERS 










- Ras bealoa AN attractive, fast-moving 
a ye item. Descriptive folder 
bigs: and prices from your 
‘es -_ jobber. 
~ WIRKG THE RAYBESTOS DIVISION of 
Wild Raybestos-Manhaetten, Inc. 
BRIDGEPORT - - CONN. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 








Use the “Classified Opportunities Section’? to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Help Wanted,” “Business Oppor- 
tunities,” “Sales Accounts Wanted” and 
“Sales Representatives Wanted” advertise- 

ments. 


Set Solid, Maximum of 50 words... ..$3.00 
Each additional word .........- - 06 

All Capitals, Maximum of 50 words.. 4.00 
Each additional word ...... 06 

Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 





Send check or money order, not currency 


Samples of merchandise, literature, catalogs, etc., will not be peace 





BOXED DISPLAY RATES 


1 inch coceececes «+. $5.00 
Each additional "imal 4. 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
—-— to ee of ee 

and replies te 
HARDWARE AGE. Classe —— . 
239 West 39th St., New Y City. 

















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 





A REAL SNAP FOR SOMEBODY. On ac- 
count of failing health and hearing, I am com- 


= to dispose of my hardware and paint 
business located on busy corner of Main Street 
and main highway, large trade territory. To get 


buyer quickly will sacrifice stock at 20% less 
than market price, and some of accessories at 
half cost or less. | Hardware stock is all new, 
stock and accessories will invoice about $6,000, 
must be cash. Wiil sell or rent building to suit 
buyer. Address C. F. Christensen, Wessington 
Springs, S. Dakota. 





FOR SALE—BUILDING INCLUDING 
HARDWARE, paint and housefurnishing busi- 
ness, also Gasoline Permit for premises, only one 
on leading street in town. Building 2 story 
frame 20 x 66—upper floor 6 rooms and bath. 
All improvements. Steam heat. Lot 31 x 120— 
2 car Garage and storage sheds. Address Box 
B-507, Harpware Ace, 239 West 39th Street, 
New York City. 





GOOD PROPOSITION FOR RELIABLE 
HARDWARE Jobbers whose salesmen call on the 
better trade to take on the Supreme Adjustable 
Damper for Range Oil Burner Use, the only 
adjustable damper on the market. Write to Box 
38, Malden, Mass. 





FINANCIAL INDEPENDENCE — MAN 
WANTED, to open independently owned chain 
store in Illinois, Iowa, Wisconsin, Indiana or 
Michigan, dealing in paints, wall paper, auto 
supplies, sporting goods, etc. About $500 required 
for merchandise. For full details address Box 
B-514, care Harpware Ace, New York City. 





FOR SALE—HARDWARE STORE 30 by 
100 in thriving Long Island suburban district. 
Hardware, housefurnishings, paints, saddle sup- 
lies. Equipped with $6, 500 Heller fixtures. 
tock—$35,000. Sell for $25,000. Address Box 
B-516, care of Harpware Ace, New York City. 





FOR SALE 
and established 


MODERN, WEL L STOCKED 
hardware store in business dis- 
trict of progressive city of 30,000 situated in 
heart of fruit belt and resort center having 
mineral water. Will sell or lease the large two 
story brick building. Reason for selling, illness. 
Address Simon’s Hardware, Benton Harbor, 
Michigan. 


CLIENT OF OURS DESIRES TO obtain 
young man with capital who is interested in be- 
coming a partner in or acquiring full ownership 
of a retai hardware and plumbing business lo- 
cated in prosperous Illinois county seat, serving 
market area of about 40,000. Write to Paul 
Pettengill & Company, C.P.A.’s, 1 North La 
Salle Street, Chicago, giving full qualifications, 
business experience, amount of capital available, 
and general character references. 
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MANUFACTURER’S REPRESENTATIVE, 
covering Illinois very thoroughly except Chicago, 
selling only two short lines, can handle additional 
quality line for retail hardware and kindred trade. 
Known to the trade for years. Hundreds of es- 
tablished accounts in cities and towns, large and 
sen, over entire state. Address Box 235, Peoria, 





MANUFACTURER’S REPRESENTATIVE 
WITH FOLLOWING IN Pennsylvania, Mary- 
land and Virginia can handle complete line of 
floor mops and brushes. Also interested in line 
of garden tools on salary or commission basis 
direct from manufacturer. Will guarantee dis- 


tribution. Have covered territory for ten years 
and have contacts. Address Box B-518, care of 
Harpware Ace, New York City. 








ESTABLISHED MANUFACTURER OF 
IMPORTANT INDUSTRIAL supply item is 
interested in contacting hardware salesmen in 
the south, middle west and middle eastern states 
who are interested in a profitable and satisfac- 
tory sideline. Only high grade man established 
in the territory will be considered. Address Box 
B-508 care of Harpware AGE, 239 West 39th 
Street, New York City. 





A MANUFACTURER OF A WELL known 
and advertised line of Tubular and Split Harness 
and Solid Belt Rivets is looking for manufacturers’ 
representatives in Kansas, Missouri and western 
states. Commission only. State present connec- 
tions and territory covered. Address Box B-509, 
care of Harpware AGE, 239 West 39th Street, 
New York City. 





SALES REPRESENTATIVES WANTED 





SALESMEN TO HANDLE HIGH-GRADE 
LINE grinding wheels and sharpening stones as 
side line on commission basis. Prices that will 
get business. Choice territory now open to men 
who are well acquainted with hardware jobbers. 
Goodrich Grinding Wheel Company, 1500 
Madison Street, Chicago. 





ANTED — BY WHOLESALE HARD- 
WARE JOBBING house, salesmen to travel in 
New York City Metropolitan Area. None but 
experienced in selling hardware need apply. <Ad- 


dress Box B-493, care of Harpware Ace, New 
York City. 
WANTED ESTABLISHED REPRESENTA- 


TIVES OR BROKERS now calling on hardware 
and paint jobbers in Nebraska, Kansas, Wisconsin, 


Minnesota, Iowa, Indiana, Missouri, Oklahoma, 
Texas and Ohio to represent old well-known 
staple line on ten per cent commission basis. 


Must be able to devote time to building up sales 
from present volume. Submit references and line 
or lines now carried in first letter. Address 
30x B-513, care of Harpware Ace, New York 
City. 


ESTABLISHED 
SOME OPEN sales 
Commission basis. 
saws and miscellaneous items. 
established clientele preferred. Exclusive terri- 
tory awarded. Address Box B-503, care of 
Harpware AGE, New York City. 


MANUFACTURER HAS 
territory for right! man. 
Lines consist of vises, hand 
Representative with 


WANTED SALESMAN TO HANDL E 
LAWN fence and gates in Pennsylvania and 
Western New York. Experience with hardware 
jobbers and dealers required. State salary ex- 


pected, experience and references. Box B-506, 
Harpware AGE, 239 West 39th Street, New York 
City. 





WE HAVE A FEW TERRITORIES open on 
our products, which have exceptional repeat pos- 


sibilities. Commission basis only, with full pro- 
tection. Address Box 1007, Sta. A, Cleveland, 
Ohio. 





REPRESENTATION IS WANTED IN THE 
following territories: Illinois exclusive of Chicago, 
Chicago, Indiana and Ohio, for a line of builders’ 
hardware. The line is well made, well finished 
and excellently designed. We want a man in each 
of the territories mentioned who is thoroughly 
covering the ground calling on retail hardware 
trade on a straight commission basis. Address— 
The Earle Hardware Mfg. Co., Reading, Pa. 





MILL SUPPLY SALESMEN—A WELL 
Established New England house desires the 
services of several experienced mill supply sales- 
men. Only high-grade and successful men need 
apply. Address Box C-103, HArpware Ace, 140 
Federal Street, Boston Mass. 





WE HAVE TERRITORY OPEN IN the 
Eastern and Southern States, also Chicago. Our 
line of approved Garden Tools will be given on an 
exclusive basis, several are original and new. 
Commissions are attractive to men who are ac- 
quainted with Hardware Jobbers.* In rely give 


references, number of lines now carried. _Ad- 
dress FOUR D’S COMPANY, Box 666, Min- 
neapolis, Minnesota. 








POSITIONS WANTED 








Hardware Personnel 
FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





FLORIDA PREFERRED — SOUTHERN 
HARDWARE MAN, of long experience as 
office man, salesman, buyer,, manager, in whole- 
sale and retail business, desires to change from 
present residence to Florida, or the deep South. 
Will accept any position on salary or percentage 
basis. Finest references as to character and abil- 
ity. Address Box B-512, care of Harpware AGE, 
New York City. 





YOUNG MAN POSSESSING EXECUTIVE 
AND selling ability with many years of experi- 
ence in Hardware, Tools, Housefurnishings, 
Plumbing, Paints and Electrical Supplies, desires 
position in an up-to-date retail establisment. Will- 
ing to invest small amount and take part in 
active management. Excellent references. Ad- 
dress Box B-517, care of Harpware AcE, New 
York City. 





AMBITIOUS YOUNG MAN DESIRES CON- 
NECTION with a reliable jobber or manufacturer. 
Six years’ experience in retail hardware with 
knowledge of all phases of the business from 
managing to actual work in repair shop. College 
graduate with two years’ experience in Jarge 
technical laboratory. Best of references. Age 
28. Now employed in retail hardware store but 
desire to make a change. Will consider any 
reasonable offer with a future. Own a car and 
will go anywhere. Address W. L. Stone, Box 
7, Delhi, Iowa. 





LEGAL AND FINANC IAL—THOROUGHLY 
EXPERIENCED in credits, large amounts, legal 
and commercial collections. Attorney, has prac- 
ticed law. Wide experience in handling com- 
panies financially involved and on creditors’ com- 
mittees. Address Box B-515, care of HARDWARE 
AcE, New York City. 





HARDWARE JOBBER, A MAN WITH 
vision and confidence in the future of the hard- 
ware business and who can buy and merchan- 
dise, in a big way, stoves, major appliances and 
specialties, will be availz able December Ist. Ad- 
dress Box B-510, care of HARDWARE AGE, 239 
West 39th Street, New York City. 





SALESMAN WITH FIFTEEN YEARS’ 
EXPERIENCE selling to the hardware house 
furnishings and electrical trade desires position 
with manufacturer or jobber. Have personal 
dealer acquaintance and large following with gen- 
eral hardware buyers throughout New York Met- 
ropolitan district and New Jersey. Interested in 
staple lines which offer re-order possibilities and 
an opportunity to build substantial volume. Box 
B-505, Harpware AGE, 239 West 39th Street, 
New York City. 





CONNECTION WANTED WITH WHOLE- 
SALE HARDWARE or manufacturer as sales- 
man. Western Pennsylvania or Western New 
York preferred. Eleven years’ experience in re- 
tail hardware and paint. Age 30, good appear- 
ance and good health. Desire a permanent position 
with a reliable firm. Best of references fur- 
nished. Address Box B-504, Harpware AGE, 
239 West 39th Street, New York City. 


EXPERIENCED TRAVELING SPECIALTY 
SALESMAN—a clean cut, active, honest, con- 
vincing, live wire who has sold the largest buyers 
in the U. S. and Canada, wholesale hardware, 
plumbing, mill and factory, railroads, and large 
industries, wholesale sporting goods, seed, auto, 
mail order and chain stores. Have had twenty 
years’ good selling and advertising experience. 
Address Box B-519, care of HarpwaRe AGE, 
New York City. 





SALESMAN DESIRES POSITION WITH 
RETAIL or wholesale house. Am _ twenty-six 
years of age and single. Have eight years in 
Retail Hardware. A permanent location is object. 
Address Paul J. Welbaum, 1211 South Michigan 
Street, South Bend, Indiana. 





HARDWARE MAN, FORTY - THREE 
YEARS of age, thoroughly experienced in retail 
and wholesale hardware, paints, sporting goods, 
and kindred lines, both inside and outside, desires 
a position with responsible retail firm. Capable 
of buying, bookkeeping and store management. 
Salary secondary. Free to go anywhere. Mid- 
dle West or South preferred. Address Box 
B-511, care of HAarpware AGE, New York City. 








YOUNG MAN, 21, expert locksmith, experi- 
enced hardware clerk. Expert, on metal doors, 
Fox locks, etc. Handy in repairing door checks, 
glazier work, odd electrical jobs, saw sharpening, 
etc. Expert mechanic. Capable and honest. Ad- 
dress: Isidore Polonsky, 364 South 1st Street, 
Brooklyn, N. Y. 














He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results — 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 
239 W. 39th Street 


New York, N. Y. 
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BUYERS 


With This Low Priced Double Unit 


E ASY to handle, easy to display, easy to sell. A famous 
quality 32 piece set, seven colored decoration, plati- 
num banded, latest style design, guaranteed against 
crazing. Strong galvanized wire drying rack with hinged 
silverware compartment—all packed in one carton. Dis- 
play card furnished. 


OMEN just can't resist this lovely dinner 
ic might as well have the business 
this easily handled merchandising plan offers you. 
Little space, little bother. Quality at low price, 
long profit. Write for complete details, giving 


jobber's name. 











Gentlemen: 
Please send details of your new merchandising 
plan. 


(Firm Name) 
(Address) 
(Jobber's Name) 
(Address) 
































To the experienced architect or builder no sash cord is 
too good. One replacement job makes cheap cord cost 
more than Samson Spot Cord. More than forty years of 
adherence to one quality standard—one grade—one name 
and trade-mark has established Samson Spot Cord as the out- 
standing dependable value. For permanent buildings Samson 
Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 


Where a moderate priced window cord is suitable, and for an 
especially good clothes line, we offer Phoenix—a real sash cord 
and good value. Phoenix is made all yarn construction, firmly 
braided, smoothly finished and has a minimum of stretch. 
Phoenix may be stocked for both sash cord and clothes line use. 
It costs a little less than Spot Cord but is dependable quality 
at a modest price. 


We make cotton twine and all kinds of braided 
cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. S§. A. 
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e INDEX TO ADVERTISERS e 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 





A 
SE ks kas eddcwes = 
Aluminum Goods Mfg. Co..... ~- 
American Chain Co. ......... 110 


American Fork & Hoe Co.... — 
American Gas Machine Co.... 71 
American Handle Co. ....... = 
American Pad & Textile Co., 
WE, wadkecatedescisoreeeens a 
American Safety Razor Co..... os 
American Sheet & Tin Plate Co. 93 
American Steel & Wire Co.... 23 
American Thermos Bottle Co.. — 
American Weekly, The ....... 69 
American Wire Fabrics Co.... — 
Ames Baldwin Wyoming Co... 85 
Animal Trap Co. of America.. 101 


reer ore 99 
AsmmmtreNS-Brey ...cccccsccccs — 
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A Revolutionary Improvement in GLASS CUTTERS with OILMATIC 
The Only Self-Oil-Feeding Glass Cutter on the Market 


A sure cut with each stroke of the wheel. 
The amateur at once becomes an ex- 
perienced Glass Cutter. 
















Oil, the secret of a sure cut, 
flows into the cut as the wheel rolls over the 
surface of the glass. No more cold cuts. Our wheels 
are especially hardened, tempered and precision honed and 
interchangeable. 

OILMATIC A LIFE TIME TOOL 


OILMATIC GLASS CUTTERS, Inc. 
160-16 Jamaica Avenue s Jamaica, New York 


Pat. Pending 
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Known everywhere by name 
and recognized as the stand- 







STRONG ard friction tape of the coun- iiaigienat 
try—Bull Dog Friction Tape. ; 
DEPENDABLE 1, 2, 4 and 8 ounce rolls. 
In full color cartons 
for all purposes packed in full color dis- 
P ° play containers. 
inallsizes mer? SOD™®™’ | _ malig Silda, 









BULL DOG 


FRICTION EGS 


TAPE 





Ask your Jobber, or write 
AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT, CONN. "4 
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Frigidaire has never believed in half-way 
measures and never will. 

That’s why General Motors has spent 
millions of dollars in research that Frigid- 
aire may continue to be known as the 
leading product of its kind. That’s why 
millions of dollars have been invested in 
new plants and equipment—that each 
Frigidaire may be as nearly perfect as it 
can be made. That’s why the vast pur- 
chasing power and the engineering skill 
of General Motors have been called upon 
to make Frigidaire, in every sense, a true 
General Motors value. 

As a result, Frigidaire today enjoys a 
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reputation that is clearly reflected in 
Frigidaire sales. Aggressive in its policy 
of product improvement—aggressive in 
its advertising and merchandising meth- 
ods—Frigidaire has steadily strengthened 
its position in the industry while com- 
pany after company has come into the 
business and gone out again. 
Frigidaire’s two-fisted leadership—in 
quality—in value—and in sales—has won 
the approval of the foremost retail outlets 
of the industry. These dealers have found 
that Frigidaire is the electric refrigerator 
that sells easily and stays sold—the elec- 
tric refrigerator that brings real profits. 





Frigidaire’s sales program for 1935 is being 
formulated now. 

It will be the most comprehensive in 
the company’s history. It will embody 
new ideas and plans of the greatest im- 
portance to every man interested in the 
profits to be made from the sale of elec- 
tric refrigerators. 

If you, too, like General Motors, have 
“an eye to the future—an ear to the 
ground,” it will pay you to get all the 
facts about Frigidaire’s 1935 sales pro- 
gram. Write to Frigidaire Corporation, 
Subsidiary of General Motors Corpora- 
tion, Dayton, Ohio. 
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